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White Shoes Spell Extra $ $$ $ 


and “WILBUR COON” Whites Mean Repeat Profits! 


STOCKED for QUICK SHIPMENT 





R2124—All White Calf; punched through 
vamp and quarter; side buckle T-strap ; 


10 last; 16/8 calf covered Continental 
heel. 
BARA 00 GC, BHO. . ccc ccccescved $4.50 








R2245-X—White Morocco 
2-eyelet Colonial tie; punch through 
vamp ; 320 last; 14/8 covered Cuban heel, 
leather top. 


i 5%-10; AA, 5-10; A, B, 1 3 Cc, 


Seer ewe e meter earn bab bsivweeeee 





R502—Genuine White Buck; perforated 
oxford; 365 Free Tread Health last; 
Darex sole and heel; 12/8 heel. 


AAAA, 6-10; AAA to A, 4-10, B to EEE, 
SHE1O on. ccccccccccvcccccccvcccss $5.35 


Plush. Kid; 


R2416—Softest white calf;  5-eyelet 
Blucher; 366 wide toe college type last ; 
metatarsal button; 1244/8 white ivory 
heel; white Wingfoot top. 


AAA to D, 34%-10...........2.0 00s $4.20 








- R2251—All white kid; cutout quarter; 


center buckle strap ; 362 metatarsal last ; 
ig scuff proof wood Cuban heel, leather 


AAA to EEE (no EE), 3%-11...... $4.50 











R516—All white kid; kid lined through- 
out; perforations on vamp and quarter; 
punched through linings; 6-eyelet Blu- 
cher; 365 Free Tread Health last; 12/8 
scuff proof wood Cuban 


AAAA, 6-11; AAA, AA, 4%-11; A to © 
3%-11; D and E, 3%-10 $5. 


Clip and Use this Coupon: 


N.Y. Office: 520 Marbridge Bldg., 47 W. 34th St. 


W. B. COON CO. 
37 Canal St. 
Rochester, N. Y. 


Send me: 
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R2123—White Morocco Plush Kid; 4- 
eyelet Blucher; punched through vamp 
and perforated quarter; 362 last; 15/8 
covered Cuban heel, leather top. 

AAA, 5%-10; AA, 5-10; A, B, or &. 








R2209—All white kid; oval perforations 
on tip and quarter; white underlay ; cut- 
out quarters ;°314 last; 14/8 scuff proof 
wood Cuban heel, leather top. 


AAAA, 6-11; AAA to E, 3%-11; —_ 
o-t8 C066 ob ne siecces voeecsecsceees $4. 








R2266-X—All white kid Gypsy; kid lined 
throughout; small triangle punchings 
through linings of vamp; fancy stitching 
on tip and quarter; cutouts on quarters; 
10 last; 1644/8 scuff proof wood Cuban 
heel; leather top. 


AAAA, 6-11, AAA, 4%-11; 


AA to & 
3%-11; D and EE, 314-10 $4. 


Chi. Office: 506 Security Bldg., 189 W. Madison St. 








When writing advertisers please 


mention Boot and Shoe Recorder 
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J. HOBSON of Charles Ager, 

- Warwickshire, England, says: 
“It is with the utmost pleasure 
that I enclose herewith what I think 
is the twenty-sixth subscription to 
the Boot AND SHOE REcorDER. = | 
can safely say that this investment 
is the best I make each year, and 
the item upon which I obtain the 





greatest turnover. If the RECORDER 
cost twice the amount, I should still 
call it dirt cheap. 

“T am shortly opening, in a near- 
by town, the first concentration shoe 
store in this country.” 


* * * 


ITY feet and urban living since 
1900 are responsible for the 
majority of common static disorders 
of the modern human foot. Undue 
importance has been laid upon 
structural deformity or change, 
rather than upon the functional dis- 
order of the foot. These function 
disorders have developed largely 
because of city life, pavements, 
automobile riding, etc. 

These are some of the conclu- 
sions developed at the Pedic Society 
meeting at Pythian Hall, May 16, 
when Dudley J. Morton, M.D., As- 
sociate Professor of Anatomy at 
Columbia University, gave a scien- 
tific lecture. His studies of the evo- 











lutionary development of the 
human foot furnished valuable in- 
formation in regard to the normal 
mechanism of the foot in locomo- 
tion. He also explained the im- 
portant phases in the disturbance 
of that mechanism. 

Members of the Society from the 
podiatry profession, to the number 
of 75, were present and after the 
lecture held an open forum. 


* * * 


re BROTHERS of Philadelphia 
—children’s shoe department, 
merchandised by Dr. N. F. Nor- 
mand, promoted Keds a month 
earlier than the usual season. 








planned an essay contest limited to 
25 words, telling: “Why I Like to 
Wear Keds.” The contest was open 
to boys between the ages of 6 and 


14 years. Entrants were required 
to come into the children’s shoe 
department to obtain applications. 
The prizes, a fully equipped bi- 
cycle, a baseball uniform, a baseball 
glove and eight pairs of Keds were 
displayed prominently and caused 
a great amount of excitement in 
children’s circles. 

In a number of cases, teachers in 
public schools entered essays which 
had been written by grammar grade 
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students as a regular class assign- 
ment. The contest was promoted 
in regular advertisements, over the 
radio and in the news columns. 


* * * 


A. SCHOEN, president of the 

+ Wise Shoe Company, New 
York, says: 

“Women’s shoes are bought to 











complete a costume, to supplement 
a dress, chosen by color and style 
to match other clothing. So we con- 
stantly keep in close touch with 
the changing trends in. women’s 
styles. When leading costume 
houses tell us that women’s dresses 
will follow a certain trend, we ad- 
just our estimates and plan our 
purchases to suit. 

“Constantly watching sales is an- 
other means of checking on de- 
mand. Every day our home office 
is advised by each retail store as to 
all sales the previous day. 

“Every pair of Wise shoes has 
packed in the box an identification 
card. This card is punched to indi- 
cate size, style, color and model. 
When the shoes are sold the cards 
are sent to headquarters. Every 
morning the shoe cards received at 
headquarters are sorted in the card 
sorting machine in our statistical 
department so that by noon our 














executives know exactly what type 
of shoes sold best the previous day, 
how many women with 3-A feet 
bought shoes and how many shoes 
of every color or type were sold, 
statistics being compiled both by 
stores and for the entire chain. 

“With last year’s reports to guide 
us, and with the dress trade’s fore- 
cast of styles to study, as well, we 
are quite able to forecast within a 
very few pairs, demand for each of 
the colors, styles and sizes of shoes 
sold by our stores.” 


* * * 


F RANCIS SHEA, popular repre- 
sentative of the Barbour Weltinz 
Company and New England’s con- 
tribution to the industry’s outstand- 
ing golfers, carved another niche in 
golfdom’s hall of fame when he re- 
cently “holed out in one.” He made 
this sensational play at the Com- 
monwealth Country Club, Newton, 
Mass., in match play for the Wollas- 
ton Golf Club which he so ably 
represented. 

He has many golfing records to 
his record but this is, we believe, 
the first time he has gained mem- 
bership in the ranks of that group 
of golfers who complete one of 
these “shots in a lifetime.” 


+ * * 


UGUSTUS H. JOHNSON cele- 
brates his thirty-second anni- 
versary in service at the Kempner’s 


Shoe Store, Little Rock, Ark. Three 
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generations of customers have been 
fitted by him. 

The smallest shoe ever fitted by 
Mr. Johnson was a No. 1 for a baby 
but he has fitted a No. 114 shoe 
and a No. 2 on a woman and a 
number 444 on a man. Mr. Johnson 
proudly said that he has been sick 
only a month and a half since he 
has been working for Kempner’s 
and that was the result of accidents. 
He is a native of Columbus, Hemp- 
stead County. His father died as the 
results of wounds received at Vicks- 
burg during the Civil War. 

“Ike Kempner, who employed 
me, was one of the best friends I 
have ever had and never refused to 
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SAN ANGELO 





—One of our good friends in the trade 
has mailed us a copy of the San Angelo 
(Texas) Standard-Times. 

—This seventy-four page daily, dated May 
3, is a Golden Anniversary issue. 

—Many people have never heard of San 
Angelo. 

—But it is a vitally energetic little city of 
over 25,000 people; and with an enor- 
mous and rich trading area. 

—The Standard-Times shows many fine 
illustrations of imposing skyscrapers, up- 
to-date hotels, and a beautiful county 
court house that would be a credit to 
any county in this great land of ours. 

—San Angelo is typical of the American 
spirit of courage, confidence and 
progress. 

—There are hundreds upon hundreds of 
cities similar to San Angelo scattered all 
over 48 states. 

—If you could contemplate those cities 
and what they stand for—from an air- 
plane—you would never be a pessimist. 

—For America is "the o> all young 

country on the face of the globe 


Zot 6 


President. 





do me a favor or grant me a raise 
in salary when I asked for one,” 


says Mr. Johnson. 
* * * 


F B. MASTERSON, president of 
- the National Association of Shoe 
Wholesalers, says: 

“Several pieces of legislation, 
which are now before the Congress, 
were discussed quite openly at 
round-table conferences at the re- 
cent meeting of the Chamber of 
Commerce of the United States. But 
the common subject discussed was 
Codes, on which there was a great 
diversity of opinion, although the 
large majority agreed that many 
undesirable practices have been 
eliminated and that a foundation 
has been laid for orderly conduct 
of business. They also agreed that 
business should cooperate with the 
Administration and preserve what 
is good and eliminate what is bad 
in the Recovery Act, and indeed the 
whole Recovery Program. 

“There was manifested a great 
change in the mental attitude of the 
business leaders, which was brought 
about I believe by the fact that for 
the first time in their careers they 


May 26, 


were forced to discuss with their | 


competitors, whom they had hither- 
to held in distrust, the wisest and 


best course for their industry to pur- | 
And if I sense their judgment | 


sue. 
correctly, only by the continuance 
of such action can this nation con- 
tinue its progress and prosperity. 
“I furthermore believe that our 
Association’s membership in the 
National Chamber is of the utmost 
value to it.” 
* * 8 
lant ONG the younger generation of 
factory executives of New Eng- 
land is George E. Keith, 26-year-old 
grandson of the founder of the 
George E. Keith Company who, in 
his capacity as sales manager and 
director of the well-known Walk- 
Over plant, has demonstrated to 
veteran shoemen his ability to do a 
job in a real way. This progres- 
sive young factory executive, the 
son of Eldon B. Keith, former treas- 
urer of the Keith Company, has 
completed a tour of Walk-Over 
stores throughout the country, lay- 
ing plans for a strong selling cam- 


paign. * * 
ITTING Remarks by Ray I. 
Hoppman. 


The old woman who lived in a 
shoe is being emulated by the 
granddaughter who lives in a danc- 


ing slipper. 


waWawe a a Nt pa 
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You said it—and the feminine 
version is—“If the shoe fits, wear 
a size smaller.” 

We're progressing too fast— 


.the first thing you know we'll be 


planting shoe buttons to grow shoe 
trees. 

A shoe clerk in Holland has to be 
careful not to get splinters in the 
customer’s foot when he slips on 
one of those wooden shoes they 
wear. 

Just had an argument with the 
three-legged man from the circus. 
He wanted me to sell him a pair 
and a half of shoes. 

People who are unnecessarily 
fussy about a fit should be glad 
they don’t have to be shod like a 
horse. 


I wonder why folks laugh at the 
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sign 1 have in my window—“Any 


fit in this store.” 

Notice a few flies in my store. 
Really should “shoo” them but they 
) do so enjoy running around in their 
) bare feet. 

The fact that so many people 
wear their heels down on the out- 
' side is another conclusive proof 
’ that the earth is round. 

' The man whose shoes hurt him 
» at every step he takes has decided 
to iake longer steps so there won’t 
» be so many hurts. 

' He has an idea he’s a detective 
» because he once ran down a pair of 
| rubber heels. 

| We shoe store owners have it on 
other merchants. We take off their 
' shoes as soon as they come in— 
| before they change their minds. 

| One of the uses of cowhide is 
that it keeps the cows together. 

As the fond mother said: “Clar- 
ence is very capable but I doubt 
if he has head enough to fill his 
father’s shoes.” 

Let’s all sing, “Oh, ‘Sole’ Mio” 
and call it a day. 

* * * 
W. COOK becomes advertising 

-¢’manager of the General Shoe 
Corporation of Nashville, Tenn. Mr. 
Cook is assistant secretary of this 
corporation and will retain that title 
with his new work in charge of the 
| advertising of the General Shoe 
Corporation and its affiliated di- 
visions. 

During the year 1933 the General 
Shoe Corporation claims it was the 
largest national advertiser in the 
shoe field, and is extending its pro- 
gram this year on its two branded 
lines—Friendly and Fortune shoes. 

Announcement is also made of 
the election of Henry Boyd as assist- 
ant secretary.” He has been placed 
in charge of the merchandising de- 
partment which includes produc- 
tion planning, stock control and 
shipping department. 

Both Mr. Cook and Mr. Boyd 
have been with the General Shoe 
Corporation for several years and 
have made a very rapid advance 
with the company. 

* * * 


4 E. SANDERS, manager of the 
» Florsheim Shoe Store in Salt 
Lake City, has been elected presi- 
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man, woman or child can have a 


dent of the Salt Lake Junior Cham- 
ber of Commerce. He considers it 
a high honor for a tenderfoot of 
one year’s residence to be so desig- 
nated. He says: 

“One of the best ways for any 
shoe department or shoe store to 
build up its business is through the 
medium of personal contacts. The 
more active you can be in sports of 
all kinds and in civic affairs, the 
better the opportunity to get your- 
self and your store well known.” 
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A WINDOW display contest 
judged by Cal Mensch, Sam 





‘Hammerman and Charles Roberts 


for D. Myers & Sons, Baltimore, re- 
sulted in the following prize win- 
ners: 

First prize—$25 and silver loving 
cup—to Max Jackier’s Dept. Store 
of Nanticoke, Pa. Window dressed 
by Rudolph Colonna. 

Second prize—$15 to J. T. Row- 
land & Son of Buffalo, N. Y. Win- 
dow dressed by Edward Waldorf. 

Third prize—$10 to Berryman’s 
of Charleroi, Pa. 

Fourth, fifth, 


sixth, seventh, 






eighth, ninth and tenth prizes of $5 
each to Weils, Inc., of Canton, 
Ohio; Wallace’s Cinderella Dept. 
(Darling Shop) of Johnson City, 
Tenn.; Vanity Boot Shoppe of 
Hazelton, Pa.; The New Vogue of 
Bristol, Va.; Nelson’s Ladies Shop 
of Princeton, W. Va.; The Economy 
Shop of Griffin, Ga., and the Bell- 
Eason Shoe Co. of Suffolk, Va. 


* * * 


RS. W. M. BRUMFIELD, wife 
of W. M. Brumfield, manager 
of the shoe department of Northcott- 
Tate-Hagy Company of Huntington, 
W. Va., won a $100 reward for writ- 
ing a letter: “Why I Prefer to Live 
in Huntington, W. Va.” This con- 
test was sponsored by the “Men of 
Huntington.” Here’s part of what 
Mrs. Brumfield wrote about fair 
Huntington: 


“Huntington is a planned city, attractive 
and orderly in design, occupying a beau- 
tiful site, with magnificent vistas from its 
point of vantage. 

“Huntington is a progressive city, large 
enough to afford cultural, education, and 
amusement opportunities, along with 
splendid shopping facilities, but not too 
large to be neighborly. 

“Huntington is a resourceful city; the 
center of a district of enormous potential 
wealth of natural resources; the center 
of an agricultural district with variegated 
crops; the site of such diversified indus- 
trial enterprises that any phase of eco- 
nomic recovery must benefit Huntington 
among the first.” 
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"Gosh! They ARE genuine Kangaroo." 
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FREEDOM 
FOR 


THE TOES 


p LAIN toe styles are moving well this Summer over 
the widest range yet experienced. They are selling very 
freely in the active sports numbers—that’s to be expected. 
But the interest shown in street models, other than the 
accepted perforated types, is causing many merchants to 
sweeten up their stock with one or two of these styles 
designed for masculine mid-Summer foot comfort. For 
example, “trouser crease” plain toes, are again showing 
a noticeable pick-up in sales all over the country, to the 
surprise of all concerned. 


Real Summer foot comfort for the 

wearers of these plain toes models 

all of which carry either no boxes 
or soft boxes 


And What 
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It Means in Summer Shoe Sales 


By HARRY R. TERHUNE 
Field Editor, BOOT AND SHOE RECORDER 


Now that certain well-known men's shoe 

designers have seen fit to take the 

plain-toed models out of the "old 

men's" class by giving them some needed S 

styleful treatment, an increased trend OME of the sport models shown herewith are late 

in this style direction may be reasonably season developments, which should prove to be extra pair 

expected. propositions. Many men are looking for something dif- 

ferent in sport shoes, particularly in golf types, just to 
show that they have a new pair of shoes. 


Two shoes are illustrated which supply this need. One 
is an American adaptation of a prevailing English golf 
shoe. It is developed in any of the rugged rough leathers 
like, “buffalo”, “seal”, or “shark.” An 18-iron red 
crepe sole completes this picture of rugged shoe 
individulaism. 


The other shoe which is creating quite a sensation is 
being constructed of white reverse calf with both non- 
slipping composition and crepe soles. Men are taking to 
this particular shoe because it is different from the usual 
run, and most practical uppers being briarproof. The 
popular red-felted composition soles are most comfortable. 


Watch the ae toe development, particularly as 
applied to the Blucher patterns. 


Perforations, some all the way 

through the linings, some just pin 

holes through vamps, are a very 

important phase in mid-summer 
men's shoe selling 








ge A Sore | M 
= | CENTURY _ 
OF 


An original window display background 
designed by BOOT AND SHOE 
RECORDER for a Century of Progress 
shoe promotion. The background is a 
blown up photograph and the panel and 


eee. eee ‘| te ca the back of the Official Guide Book to 
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wallboard and lumber. Effective in any 
number of pastel color combinations. the Century of Progress Exposition last year was 
a little sentence reading, “Thousands of gayly 
colored benches and chairs throughout the grounds 
offer you opportunities to rest as long as you will.” 
What stories those benches and chairs could tell of 


exhausted owners of aching feet! 
E i F Ask the men at the Foot Comfort Station how busy 
the relief-seeking crowds kept them day after day. 


sity of comfortable correctly-fitted shoes. 


7 I was there. I know, My shoes were both correct 
and comfortable, and even then my feet and legs were 

tired after I had wandered around a few hours. 
There were rickshaws, wheel chairs and buses for 


fo T those who wanted to ride, but one simply had to walk 
for hours through the great exhibition buildings. And 


it hardly paid to take a bus as one worked his way from 

F AIR one building to another. One walked—miles, and 
miles, and miles! 

is © After an hour or two of foot pounding, even the 

jauntiest began to feel a bit fagged. As the day ad- 

Vi Ss 1tO T > vanced, more chairs and benches were occupied, and 


By R. E. ANDRUSS — 


Ask Chicago merchants how many thousands of visi- 
F O O i tors came to them for correct shoes, properly fitted. 
Ask anyone who attended the Fair the absolute neces-_ 
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the rest facilities offered at many exhibition booths 
~ were kept busy. 

2 Unquestionably one of the greatest lessons pounded 
~ home to millions of people by the Century of Progress 
_ —was the fact that—“you must be fair to your feet if 
~ you want to enjoy the Fair.” 

_ Tell that story to your community. Drive it home 
- in ads and displays. Send a card or letter to anyone 
~ you know who may be going. 

It’s a matter of genuine service as well as shoe sales. 


2 aD them to the Fair in shoes that give them com- 
plete comfort, and you will have made a staunch 
_ friend for your store, for there’s no test I know of to 
_ prove right shoe fitting equal to the test they will get 
at that 424 acre proving ground along the shores of 
_ Lake Michigan. 
_ At the same time you will be impressing upon those 
_who do not visit the Fair, the importance of correct 
shoes, properly fitted, and emphasizing the service 
_ rendered by your store. 

Wherever you are, wherever your store is located or 
whatever class of customers you serve, there will be 
many from your community who will attend the expo- 


sition this year. Many others will think of it and plan 


to go, though they may never reach Chicago. And lots 
of people who have no thought of attending the Fair 
will nevertheless be interested in it to such an extent 
that they will read about it and have a keen interest in 
everything that pertains to it. All of these various 
classes of people will be interested in a good window 
display built around the Century of Progress and its 
relation to shoes. 


S° just because you happen to be located a long way 
from Chicago, don’t figure that a promotion of this 
kind is out of the picture for you. And don’t assume 
that its only value lies in its power to sell a certain 
number of pairs of shoes to prospective Fair visitors. 
Use the Century of Progress idea as a theme around 
which to develop a greater foot consciousness, a re- 
newed interest in walking and an appreciation of the 
importance of right shoes in promoting comfort, health 
and efficiency in every walk of life. 

People are far more easily interested in shoes tied 
up with an event, an occasion or an activity than they 
are in shoes as such. Merchants who have learned the 
value of linking up their shoe promotions with the in- 
terests and activities of the people they wish to sell 
have hit upon a publicity appeal of rare value, for shoes 
are bought, not just to cover feet, but to serve a definite 
purpose and meet the requirements of a particular use. 
People who don’t go to. Chicago this Summer will be 
going other places and the Century of Progress serves 
the shoe merchant as a stage upon which to dramatize 
the story of walking and shoes. 

Hundreds of shoe stores throughout the country 
staged a successful Foot Health Week -promotion in 
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STORE NAME 





Here's an effective ad layout suggestec 
for use in conjunction with the window 
display on the opposite page. Note the 
way in which ad and window are linked 
together through the use of the same 
caption and the same theme of illustration 


April. June is an opportune time for another strong 
push on foot health and the service types of shoes. The 
Century of Progress Exposition provides an appropriate 
theme for such a promotion. Remember that there is 
no such thing as price competition when it comes to 
rendering a foot health service. The merchant who can, 
through the right shoes plus proper fitting, give his 
customers a degree of comfort that the other fellow 
can’t match has nothing to fear from the fact that some- 
body else may undersell him a quarer or half a dollar 
on a shoe that looks similar. People will pay for foot 
comfort. 
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What Difference 






is having trouble making the sale. This thought 
flashes through his mind: “Oh, well, if I sell her, 
the net profit on the sale is only 2 or 3 per cent—maybe 
five at the outside—the boss has often said that. So if 
I miss her, it’s not much loss anyway.” 

Which sounds logical, but is all wrong. 





| HE salesman waiting on the woman in Seat No. 2 


So let’s do four things right now. First, ask a ques- 
tion; second, answer it; third, discuss that answer; 
fourth (the moral), tell what’s to be done about it. 

Question: After the customer is once in the store, 
what is the difference in the year’s final net profit 
whether she is sold or missed? 

Answer: The difference is the full amount of the gross 
margin on the sale. (With slight reservations men- 
tioned later.) 

Retailers are accustomed to thinking of expenses in 
two classifications: overhead, which goes on regardless 
of volume; and specific expenses, which vary with the 
amount of sales. That separation is quite correct as 
far as the year’s final records are concerned, also as 
far as departmental records are concerned. 

But the facts are, considering the day-by-day opera- 
tions in the average shoe store, all expenses are over- 
head. They go right on regardless of sales. If the 
woman in seat No. 2 buys shoes, the only specific in- 
crease in expense is the paper and string needed to 
wrap her package. " 


F you want to be super-technical, you might add the in- 
ward transportation on a pair to replace the one sold. 
There might even be a specific delivery cost on this sale, 
too. But the purpose of this discussion will be served 
best if we call those items “nothing,” temporarily. 

A store having $300,000 volume is bound to have 
more expenses than one doing $50,000. In the long run, 
the more volume, the more expenses. That is a good 
general rule, a good law of averages, but it does not 
apply to each or any individual shoe store in the month 
of May and the year 1934. 

And why not? Because “with business as it is,” it is 
safe to say any store in the land doing $50,000 could 
handle $55,000 with no additional expense (except 
those “nothing” items). Furthermore, if the business 
drops to $45,000 there is likely to be little reduction in 
expense. 


Whether You SELL HER or MISS HER? 


ppeeeiene you are thinkingg, “But my expenses are 
lower than last year.” Why are they lower? Did de- 
creased volume do it? Positively not! 

Your expenses are lower because you took some defi- 
nite action on your own accord. Your decreased vol- 
ume merely furnished the incentive, the necessity, for 
that action. If you had not taken it, your expenses 
would show little change, despite a considerable loss in 
sales. 

The point is plain: Expenses do not vary with the in- 
dividual sale—nor with a considerable number of indi- 
vidual sales. So if the woman in Seat No. 2 buys a 
$6 shoe, the net profit at the end of the year is increased 
at least $2 over what it would have been had she not 
bought anything. And this is true whether the store 
made 5 per cent or 2 per cent—or even if it lost 5 per 
cent or 2 per cent. It is a fact under any conditions. 

Now for the moral. We see that after a store has 
become a going concern, as far as each sale is con- 
cerned the entire gross margin finds its way into the 
final profit. It therefore follows that any effort to 
bring in additional volume will pay for itself if the cost 
of that effort is no greater than the gross margin of 
the additional volume it creates. 

For easy figuring, let’s assume the gross margin is 
33 1/3 per cent. In that case, if the merchant spends an 
extra $100 on advertising and it brings in $300 addi- 
tional business, that promotion has just paid for itself. 
If it brings in $400, then the entire gross margin on that 

[TURN TO PAGE 38, PLEASE] 


Ask Yourself These Questions: 


1. How much additional business could | handle with no 
additional expense? 


2. Could |, by an increase in advertising, create that 
extra business at no greater cost than one dollar in 
advertising for every three dollars of increased 
volume? 


3. Am | diligent and conscientious (now be honest) day 
by day in doing my very best to bring more customers 
into my store? 


4. Am | always alert to sell every single customer a 
maximum amount? 


5. If not, will | change my policies at once, or put it off 
till some more convenient time? 
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UDGING from current shoe ads, the whole country 
has gone white. With sandals as the runner-up. 
The shoes shown in the ads in newspapers of im- 
portant cities and retail trading centers provide a 
pretty accurate barometer of what merchants expect 
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and 


SANDALS 
the Ads... 


What Shoe Retailers Everywhefe Are 

Showing for Summer and How They Are 

Telling Their Story of Style in Smart 
Newspaper Ad Copy 


to sell, and from all present indications white promises 
to be the big thing for the selling season just ahead. 
But sandals, bright and colored variously, in most 
amazing variety of patterns, loom up large on the 
horizon of Summer selling. 

Copy from the retail shoe ads clipped from papers 
everywhere emphasizes the strong appeal of white 
shoes for Summer selling and the conviction of mer- 
chants that this year will see all previous white shoe 
records go by the board. White shoes for women of 
all ages, from the young girl to the young grand- 
mother. There are no old ones any more. 

“Teen Age says ‘All White is ALL RIGHT,’” says 
Geuting’s of Philadelphia in an advertisement featur- 
ing “Coolie” punched hole oxfords and rubber sole 
ghillies. “Right now, Summer’s in our blood. We've 
just unpacked some of the grandest ‘Ohs’ and ‘Ahs’ of 
the white season. In all our years of launching style 
treats, we can’t recall such thrilling shoes at such a 
practical price. Better gather up a pair before they’re 
gobbled up.” 


” bene year there’s a white shoe for every occasion 

and for every woman,” says Philipsborn of Wash- 
ington in an attractive advertisement. “An elaborate ar- 
ray of beautiful whites in kidskins, pigskins and buck- 
skins. Pumps, sandals, oxfords, straps. Pictured are 
six of the many styles.” 

“White, first lady of Summer shoe fashions,” is the 
way the Blum Store of Philadelphia salutes the sea- 
son’s favorites. This store illustrates three models, a 
white pigskin high tie with white or colored string in- 
lay, a white buckskin and pig pump, piped and under- 
laid with brown, and a white buckskin spectator sport 


shoe with perforations and grosgrain bow. 


Here's a group of newspaper ads featuring women's 
footwear for early Summer. Whites and sandals stand 


out as most important in the current promotions. 
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"Walking in White" was the appropriate title of an interesting and very attractive white footwear 


section, published by The Washington Herald on Sunday, May 6. 
capital's smartest stores. 


“A Shoe for Every Occasion . . . a Fit for Every 
Foot” was the all-inclusive caption of an interesting 
white shoe ad by Pessemier’s Bootery in Tacoma, Wash. 
“Whatever the taste or type of costume . be it 
evening or the cocktail hour, teatime, town or country 
walking . . . Pessemier’s have a white shoe to fit the 
occasion. Rough leather, laced and perforated to en- 
hance the surface interest of the important tweed cos- 
tume . . . kidskin with discreet decorations to com- 
plement the afternoon ensemble . . . Daring sandals 
for evening wear . . . trim oxfords, low heels and high 

a complete symphony of white footwear for 
Springtime. In short, every woman—matron or miss— 
can now find foot happiness, completely wardrobed by 
Pessemier’s, from evening slippers to golf brogues.” 


HAYER-McNEIL of Boston stresses the sports angle 

in an advertisement headed “Shoes for the Active 
Life!” The ad illustrates a “five-way” sport shoe with 
plain toe and saddle, and a smart perforated spectator 
type. “Whatever your sport,” said the ad, “golf, tennis, 
bicycling, hiking—you’ll find the sport shoe that will 
best serve your purpose at Thayer-McNeil’s Modern 
Misses’ Shop. Our seclection ranges from the strictly 
sports variety, with rubber sole and heel, to the more 
formal spectator sports shoe. Sketched are two of our 
most popular models.” 

Gude’s in Los Angeles combine sandals and whites 
in an advertisement with three attractive illustrations. 
“Sandals,” says the ad, “have become a habit with 


It carried the ads of many of the 
Illustration shows two pages from the section. 


smart women from morning on into the dawn and 
Gude’s have them for all occasions. Featured here 
are three very smart White sandals for the daytime 
_ fashioned of kidskin or buckskin, trimmed 
. note the new sandal oxford.” 


mode . 
and plain . 


HILE white is first in the running so far as colors 

go, some stores are playing up bright hues for con- 
trast and the Mexican influence is still a potent factor in 
the footwear fashion picture. 

“The Gay Fashion World is Going Wild over Red” 
according to Geuting’s, in an ad stressing the fact that 
“red crops up in one way or another every Spring.” 
“But this year it’s an unhesitating shade—brilliant as 
a drum major’s plume . . . a color that works magic 
with white or gay prints. If you think it sounds dar- 
ing, come to us in your most conservative mood. But 
don’t be surprised at your own enthusiasm. We've 
anticipated the great vogue for Red—with a collection 
of exclusive styles that will make any heart skip a beat.” 

Sandal ads cover the whole range of women’s and 
children’s footwear and we are looking forward with 
interest to the first ad on sandals for men. We illus- 
trate this week a few of the more striking sandal ads 
we saw, playing up these seasonable novelties for 
women. Stern Brothers tell the story quite completely 
when they say: “It’s a sandal season, so prepare to 
wear sandals from morning until night. Go Grecian 
in open toe sandals for evening. Wear sports sandals 

[TURN TO PAGE 40, PLEASE] 
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Editor 


UT OF THE socialistic stew that is steaming 
€ in Washington these days, comes a remark that 

has bothered us this week. It was: “Abolish 
all merchandising for a profit. All distribution of com- 
modities to be taken over and performed by the govern- 
ment.” A century of agitation coming to a head. 

There never was a more foolish notion than that 
which is drilled into the ignorant wage worker . by 
demagogues in the notion that: “We do all the world’s 
work.” No one class can set itself up as the sole and 
only working class. The merchant works, and how! 
Everybody works; believe it or not. 

There never was a more foolish notion than that 
which now appears that production is pure gain to the 
worker and wage envelope and industry—and that the 
functions of distribution carry with the losses and ex- 
penses. 

Labeling the retailer as a “middle-man” is an old, old 
game yet but few defenders appear to show that real 
progress comes in increasing the use and desire for 
goods. Before we answer the cry: “Abolish all mer- 
chandising for a profit,” let’s put a real thump on the 
only philosophy worth saving in the days to come: 

Uses are the things that sell merchandise. People 
who cannot themselves visualize a sufficient reason for 
parting with money for merchandise can readily recog- 
nize a need when it is brought home to them in terms of 
use or in terms of the desirability of possessing that 
particular product. Good merchandising, in other 
words, widens sales by selling, not products, but the 
uses of products, and succeeds, through the constant 
emphasis of uses, in getting more people to buy and 
each person to buy more. 

For over twenty years we have had a philosophy of 
trade that the retail merchant was the No. 1 man—the 
selector of shoes for the consumer in bulk, for distribu- 
tion individually. His selection of shoes and his service 
were what made the industry profitable and progressive. 

Certain manufacturers, in several lines of trade, are 
of the belief that too much emphasis has been put upon 
the retailer as an important factor in business. + These 
manufacturers feel that production is the important 
foundation of business and the retailer, as a distributor 
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Abolish All Merchandising 
for Profit 


is but a cog in the wheel and it matters considerably 
whether that cog is free and independent or controlled 
and regulated. This school of production wants strict 
supervision and accountability from the robot who 
hands the goods over to a public that selects what it is 
shown. The basic idea is that production in numbers 
of pairs is the responsibility of the manufacturer who 
could spend much more money relatively to make sure 
that the goods are made right, styled right, priced right. 
Distribution then becomes only the final step—“show 
the goods—get the money.” 

The fundamental idea is to have the merchant the ser- 
vant of the manufacturer rather than a free expression 
agent of the wants and whims of the public. There are 
some examples of the temporary success of this theory 
in package goods sales. Mass advertising brings mass 
public demand and retailing is controlled as to number 
of items, net profit per item and the price of the item. 
The success of any such machinery of production and 
distribution does not necessarily indicate the possibility 
of success through an entire industry. All shoe retail- 
ing could not be standardized. But the very seeds of 
decay are in the structures so blue-printed, for people 
will vary demand before the flow of shoes can be cut 
off—and the economic losses to all society might be 
tremendous. Production is often deaf to public change 
because of the pleasant music of sustained output at 
the machine. 


F REEDOM of retailing is as important a right as any 

liberty under the Constitution. The retailer individu- 
ally may be weak but collectively he is the strongest fac- 
tor for good in the country. We must understand the 
true philosophy of retailing that is built around the 
man who ventures in trade on his own responsibility, 
with his own capital and with his own efforts creates a 
business in service to the public that is worthy of con- 
tinuance, year in and year out. We would hate to see 
the time come when the retailer would have no more 
voice in the conduct of his business than the man who 
is working in a gas station cranking automobile gas 
and oil for somebody else’s profit and prestige. 

This is the crucial year and each week should show 
action and progress in the direction of emphasizing the 
importance of the retailer in the general scheme of 
business. The merchant will hold his own in the esti- 
mation of intelligent people wherever his case is 
properly presented, for the simple reason that he works 
for his living—performing a useful service to the com- 
munity. Perhaps we had better start first with a new 
definition of the term “profit.” For “profits” sub- 
stitute the truthful term “earnings”—because that is 
the truth precisely. The merchant, as well as his brains 
and capital, is entitled to just wages; and on the whole 
that is all he gets—even when he is lucky. Too often 
he fails to get even decent returns for his capital, to 
say nothing for the adequate pay for his useful services 
to the community. 
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MOLDED INSOLE 


Notice how the “‘Arch Builder’’ insole is molded 
to give support to the longitudinal arch. 
Underneath this insole is a finely tempered spring 
steel shank, which gives support when needed and 
relieves pressure at sensitive points. 


THREE POINT TREAD LAST 


The lasts over which these shoes are built properly 
distribute the weight of the body on three contact 
points. This gives perfect balance and encourages 
correct posture. 


FOOT GUIDE HEEL 


The combination heel is another feature of ‘‘Arch 
Builder’’ shoes. It is made of soft resilient rubber 
on one side and hard gritty rubber on the other. 
This causes it to wear down evenly and prevents 
running over at the sides. It keeps the ankles 
straight and the foot in the correct walking 
position. 








EnruustAstIcatLy received wher- 
ever presented, these new ARCH BUILDER 


shoes are selling in tremendous volume. 


They possess health features of real merit 


—features that will bring customers back 


again and again. 


If ARCH BUILDERS are not being sold in 
your city we'll be pleased to explain their 


features in detail and also present the com- 


plete sales plan. This of course without 


obligating you in any way. 


BRADFORD... Welt, 
13/8 Pietzuch Rubber Top 
Heel, No. 1 Last, Sizes 214 to 
10, AAAA to EE. In-Stock in 
White Kid, Black Kid and 
Brown Kid. 


ASCOT... Black Kid, 
Welt, 9/8 Pietzuch Rubber 
Top Heel, No. 3 Last, Sizes 
21% to 10, Widths AAA to E. 


NURSE...Welt, 11/8 
Pietzuch Rubber Top Heel, 
No. 2 Last, Sizes 212 to 10, 
Widths AAA to E. In-Stock 
in Black Kid and Brown Kid. 


bi 


vas 


AVALON... Black Kid, 
Welt, 13/8 Pietzuch Rubber 
Top Heel, No. 1 Last, Sizes 
214to 10, Widths AAAA to EE. 





ROBERTS JOHNSONS RAND 


ARCH TYPE DEPARTMENT 
1501 Washington Ave. 


$T. LOUIS 


MISSOURI 
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At a meeting of the Exhibit Commit- 
tee of the Tanners’ Council, held at 
the Waldorf-Astoria Hotel, Friday 
evening, May |8th, which was at- 
tended by Mr. John J. Holden, as 
representative of the National Shoe 
Retailers Association, it was decided 
to hold the next Semi-Annual Joint 
Opening Showing of Spring Leathers 
and Styles Conference at the Hotel 
Astor on Monday and Tuesday, Sep- 
tember 24th and 25th, 1934. 





Changes In Today's Market 
Values Mean You Should 


Check Your Insurance 


Commodity prices are now showing a 
strong upward tendency. Since February, 
1933, the average prices of raw materials 
have advanced 28 per cent, semi-manufac- 
tured products 30 per cent, and finished 
products 40 per cent. Leather goods are 
up 10 per cent. This change in values has 
a very definite association with the amount 
of fire insurance protection which may be 
carried, and especially so for firms which 
are carrying insurance under the 80 per 
cent or 90 per cent co-insurance clause. The 
usual co-insurance clause reads about as 
follows: 

“In consideration of a reduced 
rate, this company shall not be liable 
for a greater proportion of any loss 
than the amount hereby insured 
bears to per cent of the actual 
cash value at the time of the loss.” 





The application of co-insurance is not 
difficult to understand. The following cir- 
culation shows the situation where the 80 
per cent co-insurance clause is applied. 


Se ee ... $10,000.00 
CN eee . 8,000.00 
RINE AG ise. odie lews 6,000.00 
Company pays ......... 6,000.00 


If the assured agrees to carry 80 per 
cent, and in fact only carried 70 per cent, 
or $7,000.00, the assured is penalized as 


follows: 
Value $10,000.00 
Insurance 7,000.00 
Loss ... 4,000.00 
Company pays ... 3,500.00 


The amount of insurance carried should 
have been $1,000.00 more. Therefore, the 
assured is penalized %th of the loss, or 
$500.00. 

Most dealers who have an up-to-date in- 
surance program®are carrying the co-insur- 
ance clause, because the rate is usually 
reduced from 15 per cent to 30 per cent 
for it. You may not have the insurance 
that you think you have under your present 
policy, due to the appreciation of values 
during the past few months. We urge you 
to check up and provide full coverage: 
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National Shoe Retailers Association| 


Submits a Brief to Darrow Board 


REQUESTING THE ELIMINATION OR AMENDMENT OF SECTION 6, OF ARTICLE VIII, oF 
THE Cope OF Fair COMPETITION FOR THE Boot AND SHOE MANUFACTURING INDUSTRY, AS 
APPROVED ON OcTOBER 3, 1933, By PRESENT ROOSEVELT. 


* * * 


We SpeEAK IN BEHALF OF THE RetalL SHOE INbusTRY: 


The National Shoe Retailers Association was incorporated under the laws of the 
State of Delaware, April 29, 1912, without capital stock, as a non-profit organization, its 
purpose as stated in the articles of incorporation being to “foster and promote the welfare 
of retail distributors of shoes of the United States,” for whom it acts in submitting this 
brief requesting the elimination, or amendment (Exhibit 1), of Section 6 of Article VIII, 
of the Code of Fair Competition for the Boot and Shoe Manufacturing Industry, as 
approved on October 3, 1933, by President Roosevelt. 

In asking for the elimination, or amendment, of that section, we do so as an associa- 
tion “truly representative” of the retail shoe industry, having a membership operating 
approximately seven thousand (7000) independent and chain retail shoe stores, situated 
in all States of the United States, and as a signatory to the Retail Code. 


REASONS FOR ELIMINATION OR AMENDMENT: 


We request the elimination, or amendment, of said section because it is discrimi- 
natory, oppressive and not within the intent or meaning of the National Industrial Re- 
covery Act and because it creates a monopoly for the sole benefit of the National Boot 
and Shoe Manufacturers Association and nullifies the policy of fair competition estab- 
lished by codes approved by N.I.R.A. 


Brier History OF SHOE SHOWS: 


The National Shoe Retailers Association has been conducting annual conventions and 
shoe shows together for upwards of 18 years. For a period of six or seven years follow- 
ing the incorporation of the Association no shoe shows were held at the annual meetings, 
but gradually more and more manufacturers were attracted to the conventions as a 
desirable place to contact large numbers of their customers and prospects. 

The increasing numbers of manufacturers, attracted to the convention for business 
purposes only, became so great that their presence seriously interfered with the conduct 
of the business sessions in that they took our members away from the meetings to hotel 
rooms where manufacturers displayed their merchandise. 


MANUFACTURERS APPROVED PLANS FOR SHOWS: 


Finally the Association was compelled to meet this situation in some manner and, 
after consultation with many manufacturers, the plan was established of increasing the 
period of our convention from two to four days. Under this plan it was believed that 
retailers would have ample opportunity to attend the business sessions of the convention, 
and manufacturers accorded opportunity to contact members and other retailers without 
interfering seriously with their attendance at the business meetings. 

This attempt to cooperate with the manufacturers necessarily increased the expense 
of our conventions and, therefore, with the approval of many manufacturers, a reasonable 
scale of participating fees was established, which manufacturers agreed to pay in con- 
sideration of being permitted to show their merchandise. The receipts from fees were 
used, in large part, for defraying the increased legitimate expenses. 

This arrangement continued for a number of years, each succeeding convention 
attracting still larger numbers of manufacturers desirous of participating in the great 
potential shoe market for business created by the large numbers of reailers (both mem 
bers and non-members) who came to the convention city. 

During the 18 years in which the National Shoe Retailers Association has 
conducted its convention and shoe show, upwards of four to five hundred or 
more manufacturers have availed themselves of the opportunity provided for 
them to display their product, and until two years ago it was the only official 
association identified with the shoe industry that was conducting a Nationa! 
Shoe Show. 


Greater NumBer Favor SHow Unper Retait AUSPICES: 


In 1931, for the first time, the National Boot & Shoe Manufacturers Association estab 
lished a shoe show under its auspices in New York City. It attracted the support of not 
more than 175 manufacturers and only a small attendance of retailers, as evidenced by 
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RETAILERS ASSOCIATION 


HEADQUARTERS :—3022 Empire State Building, New York 
JOHN J. HOLDEN, Manager 








the number of railroad tickets validated. It put on its second show in December, 1932, 
when its roster of exhibitors was less by 30 of the number of manufacturers who had 
exhibited the previous year, and the railroad validations of those from out of town num- 
bered 699, and a third show in December, 1933, with another decrease in number of 
manufacturers displaying. 

In all these years, namely, 1931, 1932, 1933, the convention and shoe shows of the 
National Shoe Retailers Association attracted over 350 manufacturers in the first men- 
tioned year, with a retail attendance of approximately 2000, and in 1932 upwards of 400 
manufacturers and a retail attendance of approximately 3200, in 1933 practically the same 
number as in 1932, whereas in Janury, 1934, 416 manufacturers participated, occupying 
756 exhibit rooms, while the attendance of trade factors exceeded 8100. 

The preponderatingly greater number of exhibitors and retailers attracted to the con- 
ventions and shoe shows conducted in 1931, 1932, 1933 and 1934 by your petitioning asso- 
ciation clearly shows the wider acceptance of our retail shows than those conducted by 
the Manufacturers’ Association. 


Previous ATTEMPTS BY MANUFACTURERS TO CoNnTROL RETAIL SHOW: 


Several times during recent years the Manufacturers’ Association has proposed that 
the National Shoe Retailers Association merge its convention and shoe show with the 
former’s convention and, in return, be given by the Manufacturers’ Association a sum of 
money as a consideration for so doing, the object being to place control of the retail show 
in the hands of the manufacturers, notwithstanding that for many years our retail show 
had rendered a tremendously valuable business service to the entire industry; in other 
words, what the Manufacturers’ Association wanted was complete control of all shows, 
and especially of the one great National Show that had for years been conducted by the 
National Shoe Retailers Association. 

These offers were rejected and now the Manufacturers’ Association has obtained, 
through its code, the right to monopolize and control all shoe shows by confining the 
operation of them, under the code, to the National Boot & Shoe Manufacturers’ Associa- 
tion. We emphasize this point as strongly as possible, because it reveals the manner in 
which control has been obtained after efforts to do so in the past had failed. 


Unrair INFERENCES DRAWN FROM SECTION 6 oF ArticLe VIII: 


Section 6 of Article VIII is misleading and unfair to the shoe industry, to N.LR.A., 
and to our Association in the conduct of our show, in that the Manufacturers’ Association 
does not reveal, in the language of said section, that it levies a fee on every manufac- 
turer who participates in its shoe show. That fact was apparently carefully overlooked 
or concealed. Their fee, in fact, the whole scheme of their show, has been built around 
plans that were originated by the National Shoe Retailers Association and under which 
our conventions and shows have been conducted in recent years. 

The language of Section 6, of Article VIII, states, in line two, beginning with the 
sentence reading, “Participation by paying a fee to sponsors or promoters of such affairs 
shall constitute a violation of this code—except exhibitions under the direction of the 
National Boot & Shoe Manufacturers’ Association, with no obligation on the part of any 
manufacturer to participate,” would presuppose, to anyone not understanding the back- 
ground of the shows as conducted by the Retailers Association, that manufacturers are 
forced, or under compulsion, to make displays at our retail conventions. 


Manuracturers ArE Not Coercep To Dispray: 


That charge has been made. It is absolutely unfounded. No influence or 
pressure is exerted, either by our Association, or by our members, individually 
or collectively. There is no compulsion of any kind whatever. A manufacturer 
is invited. His decision is final as to whether or not he displays. Every 
exhibitor has complete freedom of decision. Our Association has never main- 
tained a “black list” of manufacturers who do not display, and has never, at any 
time, or in any manner, circulated among our members names of manufacturers 
who do not display. All exhibitors have as wide freedom of decision as they 
have for the manufacturers’ show. 


A Non-Prorit SHow: 


From the participating fees received from manufacturers who display, our Associa- 
tion uses part of the income for the payment of expenses in providing proper accommo- 
dations for manufacturers who do display, for advertising the show and the convention, 
and for other promotional work. No payment is made to anyone for the management of 
the show, that work being done by employees of our organization. Whatever surplus 
remains from fees is used for increasing and enlarging the services renderd by the Asso- 
ciation for the general good of the industry. 

If there is a surplus over and above the cost of conducting the show, it is used by 
the Association for the general betterment of the industry. This is precisely the same 
action which the Manufacturers’ (and our own) Association has many times made known 
for the trade; therefore, the use of any surplus is used for identical purposes. 
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RETAIL TRADE 


REGISTRATION NO. 193 4 


PROPERTY OF THE UNITED SEATED GOVERMENT - ROT FOR BALE PAT. WO: 088. 9OTRR) 


DYEING NOT FREE 
Herbert J. Rich, of Washington, D. C., 


Secretary-treasurer of the National Shoe 
Retailers Association, has been endeavoring 
to obtain an interpretation of the various 
Codes as they may affect the dyeing of 
shoes by retailers. The communication 
read: 


NATIONAL Recovery ADMINISTRATION 
Washington, D. C. 
May 15, 1934. 
Mr. Louis Rothschild, 
General Manager, Better Business Bureau, 
Star Building, 
Washington, D. C. 


Dear Louis: 


On April 20, at your request, an inquiry 
was addressed to Assistant Deputy Admin- 
istrator, George T. Ross, Service Trades 
Section, as to the status of the dyeing of 
shoes to match the color of a certain gar- 
ment without charge to the customer. Under 
date of May 14, the following ruling has 
been handed down: 

“The Shoe Rebuilding Trade extensively 
offers the service of dyeing shoes.” 

“Whenever this service is rendered the 
consumer by a member of the Shoe Re- 
building Trade, free of charge, such a prac- 
tice is in violation of the Shoe Rebuilding 
Code. This unfair trade practice is pro- 
hibited under Article VII, Section 9, which 
I am quoting as follows: ‘The furnishing, 
free, of any services or commodities of this 
trade to any one excepting a bona fide 
charity.’ ” 


Sincerely yours, 
R. Heypon, 
Trade Practice Consultant, 
Compliance Division. 
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vANS Kip LeatHers are an impor- 
tant item in fashionable footwear. Soft,mellow 
and flexible, they have an enduring “natural 
beauty” that adds both smartness and value 


to a shoe. Successful manufacturers and 
merchants everywhere have discovered 


that shoes fashioned of Evans Kid 
Leathers have that “extra” consumer 
appeal which wins and holds cus- 
tomers who seek not only comfort 


Bs.in their footwear. 


and style, but outstanding quality 









VANS LEATHERS 





CONTRIBUTE TO THE STYLE AND 
EASE OF FOOT DELIGHT SHOES 


A grand combination of style and ease—a 
blend of sparkling patterns, with a comfort which 


is rare in shoes so light and smart. 
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MN 
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The Foot Delight model illustrated is fashioned 
of Evans Black (Ruby) Kid. In fact the creators 
of these famous shoes rely upon the refreshing 


“natural beauty” of Evans Leathers in many of J U N E i had 


their most popular patterns. Soft and mellow, 


Evans Leathers enhance both the beauty and 





comfort of any shoe in which they are used. 


John R. Evans & Co., Camden, New J ersey. 
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Mr. George Hess of N. Hess’ Sons, § lov 
Baltimore, says: 

4 Pr 

“The sale of Arch Preserver Shoes has held 

up particularly well during this period.” St 

Here is his analysis of the reasons: like 

tom 

‘1. The sound fundamental features of the Arch oy 

Preserver patent. es 

2. The excellent shoemaking that has charac- It 

terized Arch Preservers for many years. Arc 

nan 


3. The splendid co-operation of you and your 
associates.” 


Impressive entrance to Gude’s Men’s Shop 
in this beautiful new store in Los Angeles 


They say: “In 1933 Arch Preserver Shoes showed a 30% increase 
over 1932. During the depression, repeat business on these shoes ran 
about 75%. 50% of the new business that comes to us on these shoes 
is sent in by satisfied wearers.” 







WRIGHT ARCH PRESERVER 







e\Sales...more profits 
repeat customer 


From the ranks of Arch Preserv- 
er dealers come these enthusiastic 
comments. Send in the coupon be- “nese a 


an impartial inves- 


low for details on the Wright Arch tigation, 64% of 


the doctors who 








Ns, 






Preserver Shoe Franchise. have been told 

about Wright Arch 

eld Preserver Shoes 
7,” Stenchever’s of Paterson and Passaic, N. J., say: “We are recommending 
like to recommend these shoes because we know, and cus- = to their pa- 





tomers have told us, that Arch’ Preservers are everything 








they claim to be, and give a man lasting comfort, real 





poh You should investigate this line which has led 


all others under the severest tests of depression con- 
ditions. Here is what they offer you. 


quality and smart styling.” 








ac- In towns large and small, dealers increased Wright 


Arch Preserver business in 1933. Here are just a few 1 A line of shoes proven as to fit and workmanship, by the 
names from our files: continuous purchases of hundreds of key retailers. 
















« F Freed’s Walk-Over 1. Oppenheim, eee 
Shoe Shop, Bradford, Pa. 
Lansford, Pa. ? a iam for repeat sales unexcelled by any other shoe 
Albert Miller, 
C. Walters & Sons, Red Bank, N. J. 4 A background of national advertising to millions of men 
Wilkes-Barre, Pa. over many years’ time. 





James A. Fikany, 5 An outstanding program for promotion of sales in your 
Carbondale, Pa. community. 


Henry Vogel & Sons, 







we Cumberland, Md. 

an An amazing record for producing retail profits even under 

0eS Emerson-Elwood Co., Lovett Garber, Inc. depressed business conditions. : 
¥ 


South Norwalk, Conn. Harrisonburg, Va. ; . J F 
ene What about it? The coupon below will bring you 


full details. 
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E. T. Wright & Co., Inc., Dept. BR 1 > 


- Rockland, Mass. ee a 
£ O R Please send me full details of your Arch Preserver proposition to retailers : a 
‘ i FE ' j “Name... . vf 
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Color—bright, brilliant, screaming color, was the keynote of this striking window 


display used by Ansonia De Luxe Shops, Inc., in three New York stores. 


It served as a 


striking background against which to paint the picture of the new Mexican shades in 


COLOR 
COMMANDS 
ATTENTION 


HIS week we illustrate an unusual shoe window 
| sox display power is based principally upon 

the attention value of color. You can’t see the 
color in the photograph, but the predominating notes 
are bright Mexican reds, yellows, blues and greens. 
It takes its fashion cue from the Mexican influence 
which forms an important factor in shoe colors this 
season. The display appeared simultaneously in the 
Ansonia De Luxe Shops in Forty-second Street, Thirty- 
fourth Street and Broadway, New York. These win- 
dows served as a background for shoes developed in 
the up-to-date Mexican manner. 

The Mexican influence in fashions has been gaining 
momentum for some time and this Summer it will reach 
its peak in shoes, according to A. Unger, president of 
Ansonia. The shoes are presented in a setting of gay 
shawls, green cacti and stucco arches. Above the dis- 
play hangs the central mask of the sloe-eyed Mexican 
senorita, set off in a sombrero. To complete the pro- 
motion picture, which is the work of Alexander Schoen- 


leather and shoes. 


And That's the First Objective 
in Planning Summer Window 
Displays Designed to Sell 
More Pairs in Vacation Time 


wald, display manager of the Ansonia De Luxe Shops, 
Inc., the new shoes have been given Mexican names, 
Rio Grande, Tia Juana, Guadalupe and Fiesta, all 
reminiscent of the turbulently romantic country south 
of Texas. 

The shoe colors are also identified with Mexican 
names; there is Zapata red, named in honor of Mex- 
ico’s revolutionist and patriot; patio yellow, deriving 
its name from the courtyards of Spanish origin, bathed 
in Mexican sunshine; pulque white, coined from the 
name of the potent, milky-white Mexican drink made 
from the fermented juice of the maguey plant, and 
Zocalo green, derived from the brilliant background 
hue of the Mexican plaza. Sandals, oxfords and 
operas are the principal patterns featured in these 
striking displays. 

For the purposes of the average shoe window, color 
is possibly the most potent force in arresting the atten- 
tion of by-passers and causing them to stop and look 
at the display. In the evening, of course, light is the 
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CHOOSE 


to win.. 


new customers and new respect 
from old customers .. . because 
this S-34 finish makes those favor- 
ite juvenile and sports leathers— 
ELKO and SOOTAN—more eco- 
nomical than ever . . . better look- 
ing than ever ... and they were al- 
ways durable and comfortable. 





Insist on Elko or Sootan for the 
maximum of good looks and de- 
péndability in your juvenile and 
sports shoes. 





PANY TRUST - BOSTON 











The Brouwer Shoe Store, 330 W. Wisconsin Avenue, 
recently had a window trim entitled “Salted Sea Breeze,” 
advertising the salted sea breeze leather created by the 
Brouwer store. The background was a sea scene with 
steamer and sailboat. An electric fan behind the scenes 
moved the leaves of a tree to make the display more 
realistic. HH. Sinnock, women's buyer, and A. C. Hein- 
miller, advertising manager, report good sales through 
this effective window. 


biggest factor, but light and color go hand in hand in 
developing attention value. Originality of the display 
idea is another thing that has an important bearing on 
the attention value of a window, but it comes into play 
a little later after the window has first caught the cus- 
tomer’s attention and caused her to give it more than a 
passing glance. 

In spite of the powerful part that color plays in 
causing people to look at shoe windows, we are by no 
means to assume that every window should be done in 
brilliant hues, even in a Summer when these shades 
play such an important role in fashion as they do this 
year. Itis not the quality of the color but the use of it 


oy; eS 
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that makes it effective in he creation of sales-building 
shoe displays. For this jarticular presentation of Mex- 
ican fashions bright colors were in order, but another 
time soft Summer pastel shades would be indicated as 
the proper background for a showing of more dis- 
creetly colored footwear. I. Miller a few weeks ago 
achieved a display of striking attention value with 
black and white, which served to emphasize the bold 
contrast in the shoes themselves. It’s all a matter of 


the materials you have to work with, meaning the shoes 
themselves, and the kind of effect you are seeking. 


EASON also plays a significant role in the colors 
that can be used most effectively to attain harmoni- 
ous and pleasing window effects. Ordinarily the best ef- 
fects come from using the brighter colors and particu- 
larly the warm tones, like browns, reds, orange and 
yellow in the Autumn and Winter, and the softer, cool 
colors like greens, blues and the pastel shades for 
Summer. This year is, to some extent, an exception, for 
the Mexican color theme, coming into the picture as it 
does, gives an opportunity and an excuse for an oc- 
casional window display in strong colors, even in the 
height of Summer. Sometimes the unusual quality of 
such a display, out of its natural season, serves to make 
it all the more striking and effective from the stand- 
point of its attention value. 

There is such an abundance of material to work with 
this season, in the great variety of shoes and shoe 
specialties having a place in the style picture, that dis- 
play men should lack nothing in the way of inspiration 
for novel shoe windows. We show a rather simple but 

[TURN TO PAGE 40, PLEASE] 


A Spring window from way down in Mississippi, that of 

the Cinderella Slipper Shop, Jackson, Miss. A well bal- 

anced display that gives a pleasing effect simply and 
without overcrowding. 








Your Caste 


It’s the Little” 


If you have thought of a counter as one 

of the “little” things in a shoe, just remem- 

ber that the whole appearance, comfort and 

wear of the shoe depend on that “little” thing to 

an astonishing degree. The counter isn’t as little as it 

looks — or costs! Will the shoe blister the heel? It depends 

largely on the counter. Will the backseam stay straight? It de- 

pends largely on the counter. Will the quarter stand up? It depends 

on the counter. Finally, will that shoe satisfy and keep your customer 
for you? That depends so much on the counter that you can’t afford to take 
chances. Help your customers to be ,sure of comfort — smartness — long wear 
— by giving them Spaulding Counters in all the shoes you sell. 





Before going into the making 
goes throug high-pressure ie 
fied thickness. But even & 
mill” in every sense of the we 
The purified stock i 


Finally Wines 


MEANS SO MUCH AND COSTS SO LITTLE 





PAULDING' 


Counter 


North Rochester. N. HH 





NO OTHER PART OF THE SHOE 


BOOT AND SHOE RECORDER, May 26, 1934 


Tells Plans For BOSTON 


Official Announcement, Addressed to Shoe, Leather 
and Allied Trades, Outlines Important Details 


"OK Boston!" President M. A. 

Mittelman of NSRA has offi- 

cially endorsed the July show 

and is urging retailers tc 
attend. 


FFICIALS of the 1934 Boston Shoe Fair (the 
c) 15th annual), report a widespread interest 

among shoe manufacturers and the allied 
trades in this year’s event, scheduled for July 9, 10 
and 11. 

Following the preliminary announcement in Boot 
AND SHOE REcoRDER recently, many applications for 
* display space have been received, a large number of 
these from manufacturers located outside of the New 
England territory. The interesting program of conven- 
tions and meetings announced in connection with the 
Fair apparently has made a strong appeal to the trade, 
and this part of the three days’ observance is sure 
to be constructively helpful. 

The official announcement that is being sent to the 
allied industries this week reads in part as follows: 


“Boston, Mass., May 25, 1934. 
“To the Shoe Manufacturers and Allied Industries: 
“In the confident belief that it will interest you, we 
announce the dates of our 15th Annual Boston Shoe 
Fair—July 9, 10 and 11, 1934. 


FAIR 


“Many of you have loyally supported this important 
marketing and educational institution throughout the 
entire period of its operation and doubtless will agree 
with our management that the yearly Boston Shoe 
Fair, as an amplification of the famous New England 
Shoe and Leather Market Week that has been staged in 
Boston for more than half a century, has been of real 
help in maintaining New England’s standing as a shoe 
and leather section. 


a HERE always has been a compelling reason for 

the support of the Boston Shoe Fair, and never has 
the need been so apparent as right now. In passing, it 
may be stated that no Annual Fair in the entire series 
was more successful, or created a greater degree of 
good-will toward our New England industry than the 
one held last year. 

“For our 1934 Fair we have arranged to accommo- 
date our many exhibitors in Hotel Statler and The 
Copley-Plaza, with the Ritz-Carlton held in reserve 
for members of the trade and our visiting buyers on a 
non-exhibitors’ basis. 

“In accordance with our custom, we are reserving 
until June 10 for last year’s cooperators the same 
rooms that they occupied then, with, of course, the 
privilege of making a change of reservations, if desired. 

“As is well-known throughout the trade, we have been 
somewhat handicapped this year through the opera- 
tions of that section of the Boot and Shoe Manufactur- 
ers’ NRA Code of Fair Competition which gives to one 
association of our industry the sole privilege of charg- 
ing entrance fees in trade shows to participating ex- 
hibitors. 


u E have been making the strongest possible efforts 

to have our Boston Shoe Fair exempted from this 
unjust provision, and are hopeful of a favorable deci- 
sion from Washington. The Fair will be held, in any 
case. 

“Applications for rooms must be made direct to the 
secretary of the Boston Shoe Fair, 166 Essex Street, 
Boston, and be confirmed by him, and not sent to the 
hotels direct. 

“By special arrangement with the hotel manage- 
ments, exhibitors may retain their display rooms and 
sleeping rooms for an additional period, by giving 
notice to the management not later than July 10. Re- 
duced railroad fares are available. 
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CODE REVIEWS on 


Review Board Hearing Is First Wedge to Knock 
Out Clauses—'Joker Dating" Is Uncovered— 
Battle on Shows 


ASHINGTON, D. C.—The first complaint to 
\/ st the Recovery Review Board, known as 

the Darrow Board, from the boot and shoe 
industry was heard May 16, when what was termed the 
“joker clause” in the maximum trade terms for domestic 
business under the Code of Fair Competition for the 
Boot and Shoe Manufacturing business was severely 
criticized by various New England groups. It was 
charged smaller manufacturers are being injured. 

After a two-days’ hearing, Clarence Darrow, chair- 
man of the Review Board, said that the voluminous 
testimony taken would be carefully studied and the 
board’s recommendations would be sent to the President 
for action. 

The complaint was signed by five Massachusetts con- 
cerns as follows: Allen-Squires company, of Spencer, 
H. H. Brown company of Worcester, Daly Bros. Shoe 
company of Boston, A. G. Walton company of Chelsea, 
and the L. J. White Shoe company of Bridgewater 
They were represented by C. C. Colby, counsel, 27 State 
street, Boston, and Ernest A. Burrill, factual adviser, 
the latter having until recently been connected with the 
Associated Shoe Manufacturers. Another complaint 
with similar protest was filed by Attorney Eli D. Stone 
in behalf of the Associated Shoe Manufacturers, Inc. 

The hearing before, besides Darrow, W. W. Neal, 
vice chairman, Fred P. Mann and H. O. Thompson, as 
the other members of the board, attracted a large repre- 
sentation from the Recovery Administration on the as- 
sumption that the administration was under attack. 
This was not the case, however, it soon developed, as 
criticism appeared to be chiefly of the Code Authority 
of the industry which permitted a condition to exist 
which would eventually drive the smaller concerns out 
of business. 


M RIEFLY stated, it was charged that the provision in 

the code approved by the President October 3, after 
hearings thereon had been held in September, which 
allows discount on 30 days from date of shipment 
as an alternative to the allowance of the discount within 
the same period from delivery date specified on the 
order, enables the larger manufacturers, because of their 
greater financial resources, to take business away from 
the smaller ones. Smaller manufacturers want this dis- 
count to be confined to 30 days of order only and not 
the date of shipment. 


The chief witness was Mr. Burrill who stated that the 
contention of the five manufacturers was supported by 
many others including Knipe Bros., of Ward Hill, the 
Goodwill Shoe Company of Holliston, the Stone-Tarlow 
Company of Brockton, the Curtis Shoe Company of 
Marlboro, the Doyle Shoe Company, also of Brockton, 
and the C. W. Bennett Shoe Company of Fitchburg, 


Mass., and others. 


ECLARING that the “Recovery administration code 
of fair competition for the boot and shoe industry 
has worked well in general and has helped the indus- 
try,” Mr. Burrill set out that “at the end of September 
when the code was submitted to the President the 
phraseology of the ‘terms provision’ was identical with 
the ‘terms provision’ of the proposed code except that 
the following clause had been inserted near the end of 
Paragraph ‘a’ after the words 30 days: ‘from delivery 
date specified on the order or date of shipment if later.’ 
“It was this clause which was written in after the 
code hearing that comes after the 30 days discount 
terms, which has in fact opened up the code to un- 
limited dating and chaos so far as terms are concerned,” 
his statement continued. 

“This ‘joker’ was unknown to the majority of 
the smaller manufacturers and was not called to 
our attention until the code had been approved 
and published. Although many of the small manu- 
facturers, since the code went into effect, have 
appealed to the Planning and Fair Practice com- 
mittee of the National Boot and Shoe Manufac- 


turers’ Association and the code authority, no 
relief has been offered. 


“The code permits sales both upon a net and a cost . 


discount basis. With relation to sales on a net basis, 
the code provides no limitation whatever as to time of 
payment. A net sale may be made on a 30, 60 and 90 
days or longer terms, and the purchaser may take ad- 
ditional time for payment without penalty, with respect 
to sales on a net basis. Therefore the code is meaning- 
less so far as selling, maximum trade terms and the 
object of the code provisions are concerned. The code 
as originally written provided for a cash discount of 
five per cent on strictly a 30 days’ basis, but with the 
addition of the ‘joker’ clause noted, any idea of a strict 
30 days discount period was effectively destroyed.” 
Mr. Burrill then went into detail, saying that the 
companies for which he was spokesman were re- 
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Discounts, 


sponsible and occupied a middle class in the business. 
All are successful, he stated, but not overcapitalized. 

He cited one case, in which he said “a western sales- 
man is now taking orders for delivery October 1, and 
payments to be made October 15. By the methods be- 
ing followed, the highly financed manufacturers can 
under the ‘joker’ deliver immediately after taking -the 
order but fix any date of ‘delivery’ arranged on the in- 
voices. The result is that long-time credit is extended 
which the smaller concerns cannot give.” 

The witness said that there were no standard terms 
of credit before the NRA code, such being 2 per cent 
discount in 10 days, 5 per cent in 30 days, and that 
finally a 6 and 7 per cent discount in 30 to 60 days 
grew up. 

“We are simply here asking for uniformity and clari- 
fication of what are trade terms,” Mr. Burrill con- 
cluded. i 

Fred P. Mann, North Dakota member of the 
Review Board, interposed to say: “I have been in 
the shoe business for many years, and as a mer- 
chant I feel that this rule works both ways. I 
always like to have my stock on hand as early 
as possible. It appears to me that as the code 
now stands it also aids the struggling merchant 
in giving him long-time credit. Before the NRA, 
I thought we were headed for ruin. It appears to 
me that something of a uniform nature should be 
adopted. The NRA is saving the country, but 
unless the small business man’s interests are safe- 
guarded, the NRA is headed for ruin.” 

[TURN TO PAGE 40, PLEASE] 
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Cartons and Shows 


New NRA Chief on 
Shoe and Leather Codes 





COL. HARRY S. BERRY 


Deputy Administrator 


Harry S. Berry, born in Nashville, Tennessee, January |8th, 1882. 
Educated at Military Academy, West Point, New York. Served in 
the Army twelve years; having seen service in the Philippine Islands, 
Mexico and France. Awarded the Distinguished Service Medal 
by the American Government for services in the operations of the 
First and Second American armies in the vicinity of Verdun. Civil 
occupations, farming and road construction. Also served as com- , 
missioner of Highways and Public Works in the State of Tennessee. 
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The Woman in Seat No. 2 


[CONTINUED FROM PAGE 19] 


final $100 is added into the year’s net 
profit. 

We have all been accustomed to 
thinking of something over 3 per cent 
as being the ordinarily proper cost of 
advertising, with 5 per cent as the 
outside limit. Not disputing that 
statement, it is still true that additional 
advertising will pay for itself if its 
cost does not exceed 33 1/3 per cent of 
the additional business it creates. 

That sounds like a grand idea, doesn’t 
it? But is there any certainty $100 in 
extra advertising will produce $300 in 
extra business? Alas, no! Nor is there 
any accurate way of measuring the re- 
sults of our advertising efforts. 


What Should an Ad Produce? 


How much volume should an adver- 
tisement produce? Some advertising 
men say it must create ten times its 
cost; others say five times is the low 
limit. But as to how much business 
should be produced on the specific item 
advertised, or as to how much “even- 
tual” business an ad should or does 
create, retailing has yet to devise any 
accurate measuring stick. If only the 
immediate results were counted, few 
ads could be said to pay their way. 

Then there is the law of diminishing 
returns. A “normal” amount of rea- 
sonably good advertising should pro- 
duce “normal” results. But additional 
advertising beyond that “normal” sel- 
dom produces the same proportionate 
results. If it did, all we would need 
do is pile on advertising and create vol- 
ume in unlimited amounts. It doesn’t 
work that way. 


Law of Diminishing Returns 


As an aside it might be mentioned 
that the law of diminishing returns op- 
erates also on sub-normal advertising 
just as it does on super-normal adver- 
tising. The merchant or manufacturer 
who spends an extremely small amount 
for advertising seldom achieves normal 
results per dollar spent. 

Unfortunately, no hard and fast rule 
can be evolved from all this discussion. 
Its chief object is to promote clear 
thinking as to the probable worth of 
some additional publicity. Ordinarily, 
if it produces any more than $3 in vol- 
ume for every dollar spent, it may be 
classed as a profitable effort. 

Presuming this to be true, how far 
can it be carried? Only till the addi- 
tional volume becomes such that it can- 
not be handled by the present overhead, 
a situation not imminent in many shoe 
stores just now. 

Getting back to the woman in Seat 
No. 2, we see that whether she buys or 
not, the expenses go on just the same. 
Her immediate value to the store might 
be placed at the total gross margin on 
all her purchases, not just the “smaller 
than small” net profit which may or- 
may not be left over at the year’s end. 

That angle will necessarily change 
the complexion of the salesman’s think- 


ing. The woman in Seat No. 2 becomes 
more important. Selling her something 
becomes more vital. New significance 
is added to the matter of selling her 
(a) higher-priced goods, (b) items 
carrying longer margins, (c) additional 
merchandise, (d) more often. 

Now for another reservation. You 
have already noticed the mathematics 
of this discussion are based on the pre- 
sumption that the salesman is being 
paid a straight salary. Suppose he is 
on commission. Does that change the 
situation? 

Yes and no. As far as the woman 
in Seat No. 2 in concerned, the worth 
of her purchases is still the same, but 
the distribution is different. Financial- 
ly speaking, the store’s interest in the 
transaction is 7 per cent less and the 
salesman’s interest increases that same 
amount. 





Unique Anklet Display 


CHICAGO, ILL.—The growing interest 
in anklets is given a further impetus 
by a unique counter display in the 
hosiery section of Carson, Pirie, Scott 
and Company’s. Four easels are used 
as the background against which an- 
klets are displayed well selected to 
catch and arrest the eye of the woman 
hurrying by the counter. The easels 
are large enough to take care of the 
sox and leave enough space for cunning 
little line drawings of girls engaged in 
various sports. 

One easel has plain lisles and also 
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lisles with fancy cuffs. These are priced 
from fifty to sixty-five cents. Another 
shows lisle mesh anklets in both fine 
and wide stripes; the third boucles 
(which are very new) in pastel shades 
and in stronger sports shades; the 
fourth is given over to wools, both plain 
and ribbed with some lovely angora and 
silk mixtures. These run from 75 cents 
to $1.35. 

A lisle sock with an elastic top is 
given a special display here as some- 
thing brand new. Also some foot cover- 
ers, new this season, for women who 
want to go bare-legged but don’t like 
the feel of a bare foot in a shoe. The 
unique feature of these is that they 
come in just one size and have a two- 
way stretch which will adjust to any 
foot. Only the better grade anklets are 
displayed on the counter, it being much 
more difficult for a shopper to select a 
cheap anklet after she has seen the 
beauty of the better grades. 


Hear About Fall Trends 


Los ANGELES, CaL.—Rhea Nichols 
of the Allied Kid Co. was the national 
speaker at a meeting of the Southern 
California Retailers’ Association, held 
at the Athletic Club here. She spoke on 
“Style and Color Trends for Fall.” 

C. H. Wetherby, president, presided at 
the meeting, attended by 41 retailers 
from Los Angeles and neighboring 
southern California cities. Long Beacon, 
Santa Ana, Santa Monica, Glendale, 
Pasadena, San Bernardino, and other 
leading centers were represented. The 
meeting was held at this time anticipat- 
Men trips of buyers to the eastern mar- 
ets. 
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Herbert Tieman, manager of the shoe department of Reel's, Milwaukee, recently 
supplied the material for some excellent publicity in the Wisconsin News on Spring 
Sportswear for the coming season. A four-column picture of various |. Miller styles 
was published on the woman's page of. the newspaper, with explanations of the 
various items. Mr. Tieman says that showings of this kind have helped greatly in 
creating demand for smart footwear, as women in Milwaukee follow the women’s 


pages very closely from day to day for suggestions on styles. 
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For Fall, 1934, Tupper introduces 


many sensational innovations in 






design in footwear manufactured 


by the Del-Mac System » » » 






Please don't place your fall orders 










until you've seen this splendid 
% new Tupper line...you'll be glad 


you waited » » »» » »» » » 
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“E STREET BROOK 











When writing advertisers please mention Boot and Shoe Recorder 








AND SHOE RECORDER, May 26, 


Honor Founder on 80th Birthday 


Friends of G. W. Milius, who, with his son, W. S. Milius, founded the Milius Shoe 
Company eleven years years ago, attended a luncheon given in honor of Mr. Milius, 
senior, at the Lennox Hotel in St. Louis on May 7. Among those in attendance 
were representatives of the Edison Bros. Stores, Inc., Berland Shoe Stores, Inc., 
Senack Shoe Company, the May Company, Wohl Shoe Co., executives of the Milius 
Shoe Company and a number of close relatives of Mr. Milius and out-of town guests. 
Harry Edison was master of ceremonies and called upon Alex Milius, Ernest Stix, 
Paul Berwald, Marcus Rice, Mark Edison, S. Intrater, |. Kay, J. Salinger and 
William Milius, all of whom congratulated Mr. Milius on his birthday and his success 
in the woman's shoe business 


Code Reviews on Discounts 


[CONTINUED FROM PAGE 37] 


It was then developed that Col. Ros- 
coe S. Conkling, deputy administrator 
of the NRA, had made a trip to New 
England and endeavored to adjust the 
situation as to credits, but no relief had 
been granted as sought by the com- 
plaining group. 

Col. Harry S. Berry, deputy admin- 
istrator, who was present, then an- 
nounced that under date of May 5, 
General Hugh S. Johnson, administra- 
tor, had issued an order that code re- 
visions or reformations were possible 
by three ways: Request of the ad- 
ministrator, the Code Authority, or any 
interested party, “and the way is now 
open for you to get relief with every 
assurance that you will be heard.” 

Hobart C. Newman, legal adviser to 
the NRA, interposed that any inter- 
ested party had been entitled to a hear- 
ing since the inception of the NRA, and 
that the new order was simply re- 
affirming a position already recognized. 

Norman D. Nixon, treasurer of the 
Freeman-Novelty company of Framing- 
ham, Mass., was next heard and pro- 
tested against the uncertainty of the 
discount clause of trade terms, but also 
objected to Section 4 of the code. The 
latter provides that special cartons or 
labels costing more than those regu- 
larly supplied by the manufacturer 
shall be charged for in the amount of 
such excess cost. 

The “special cartons” provision was 
approved by Mr. Nixon but he said the 
manufacturers could not enforce it, be- 
cause it failed to state what was the 
basic carton cost. 


In behalf of the Associated Shoe 
Manufacturers, Inc., representing ap- 
proximately a membership of 100 man- 
ufacturers, and representative of the 
views of 300 New England manufac- 
turers of women’s shoes, Atty. Eli D. 
Stone offered the following as an 
amendment to the code to meet the 
entire situation complained of: 

“All invoices covering domestic sales 
of shoes shall be due and payable 
within 30 days from the date of ship- 
ment subject to a uniform and uni- 
versal discount of two percent of pay- 
ment within said 30 days. At seller’s 
option payment may be made on the 
15th day of any calendar month. No 
other discounts and no datings shall be 
allowed. Net sales prohibited. 

“All bills shall bear interest at the 
rate of six percent per annum if not 
paid within the 30 days as aforesaid. 
Fifteen days additional shall be allowed 
west of the Rockies. The dating of the 
bills must coincide with the date of 
actual shipment of the shoes; the dat- 
ing of bills beyond the date of actual 
shipment is in violation of this code. 

“A carton within the meaning of this 
section shall be regular white carton 
popularly known as a ‘tag carton.’ 

“No worn shoes shall be returned 
and no allowances made for wear. 

“No claims shall be allowed by the 
buyer unless it is made in writing 
within 10 days of receipt of the shoes 
by the buyer. Shoes shall not be ac- 
cepted by seller for return except” 
various conditions given in detail. 

Various other witnesses were then 
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called and were cross-examined by | 
Lowell Mason, counsel for the Board. | 
At the Thursday morning session 
strong arguments were presented to 
the Board for a revision of the terms 
clause in the Shoe Code. Attorney C. 
C. Colby argued for the group of Men’s 
Shoe Manufacturers, and Attorney Eli 
D. Stone spoke in behalf of the Asso- 
ciated Shoe Manufacturers, Inc., repre- 
senting the interests of the New Eng- 
TURN TO PAGE 63, PLEASE] 


Whites and Sandals 


[CONTINUED FROM PAGE 21] 


with low heels and feel like a little girl 
again. Brighten up white frocks with 
bright red sandals. Keep cool in string 
sandals on warm afternoons. Wher- 
ever you go, whatever you do—wear 
sandals.” 

The sandal vogue has given ad men 
an opportunity to do something dif- 
ferent in layouts and illustration, and 
some of their efforts along this line are 
reflected in the pictures which accom- 
pany this review. The patterns are so 
striking that they make it possible to 
scatter unique sketches freely over the 
space devoted to the ad—and in this 
ease it’s fair to assume that pictures 
will help sell the shoes. 

On the whole, the ad men appear to 
be doing an excellent job in getting 
Summer shoe business off to a flying 
start. One thing stands out clearly 
from our study of the May ads, how- 
ever, and that is that the ladies are 
getting most of the attention up to now. 
That, no doubt, is as it should be, but 
can it be that shoe merchants are con- 
tent with their present volume of men’s 
business? We have our doubts, and 
while we’re ready to admit that men’s 
shoes may not lend themselves to such 
attractive presentation in newspaper 
ads as the stores are doing this season 
in the women’s branch of the business, 
nevertheless we believe there’ a job to 
be done in getting the story of men’s 
Summer footwear, including whites, 
sport types, punched and perforated 
patterns, over to the public a little more 
effectively than most stores have suc- 
ceeded in doing up to now. 


Color Commands Attention 
[CONTINUED FROM PAGE 32] 


well planned display from the Cinde- 
rella Slipper Shop in Jackson, Miss., 
and also an attractive window with a 
nautical setting by Brouwer’s of Mil- 
waukee. We expect to see many win- 
dows built around the cruise idea as 
Summer advances, for this form of 
recreational diversion promises to as- 
sume even greater importance this year 
than last. And it calls for a special 
wardrobe, with. the latest shoes for in- 
formal deck wear, afternoon and eve- 
ning activities. All of which bring in 
their wake opportunities for extra sales 
in shoe stores. 
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CORRECT AN ERROR 


Because Kangaroo footwear is used by champions and stars, 
retailers sometimes say to us, “But Kangaroo is just a 
leather for athletic shoes, isn’t it?” @ Of course not! The 
same unusual qualities of strength and lightweight that 
make it ideal for the athlete, make the finer grades of Kan- 
garoo (those grades that have appearance value and that take 
a high, lustrous polish) ideal for men’s shoes for both street 
and evening wear. @ Department stores, East and West, 


KANGAROO SCHOOL BOY (OR GiRt . 


pushing Kangaroo for more than two years now with a 
steady increase in volume of both sales and profits. @ Get 
in on the Prosperity Circle: Retailers order Kangaroo shoes 
because they offer a novel selling story and because their 
customers like them, manufacturers have put Kangaroo 
shoes in their styled and in-stock lines because retailers and 


their customers demand them .. . a circle of satisfaction 


have found it profitable to make special features of Kan- I 
and profit in shoes of Kangaroo. 


garoo shoes. Shoe retailers all over the country have been 


AUSTRALIAN KANGAROO tannedin AMERICA 


GENUINE KANGAROO © SURPASS LEATHER COMPANY, PHILADELPHIA © RICHARD YOUNG COMPANY, NEW YORK ¢® ZIEGEL EISMAN COMPANY, BOSTON 
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IN-STOCK 


FOR SIZES 2 TO 8 

















Parents are especially particular about 
children's shoes. Please them and you 
gain permanent customers. 


Elam Pre-Welt Shoes are nationally 
known quality shoes that are comfort- 
able and healthful for children. They 
are featured by established depart- 
ment stores, mail order houses and 
wholesalers, and are bringing profit to 
-retailers throughout the country. 


Made with Full Grain Retan Soles, 
Water Resisting, Golden Color; Solid 
Leather Counters; Leather Trimmings 
and Quarter Linings. IN STOCK for 


immediate delivery. 
WRITE FOR CATALOG AND PRICE LIST 








F. S$. ELAM SHOE CO. 


176 NORTH WATER ST., ROCHESTER, N. Y. 
See Our Line at N. Y. Office 


439 Marbridge Bldg. 
M. E. FINNERTY, Sales Manager 
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Sell More Shoes 


Seven Suggestions Offered 
by an Advertising Solicitor 


[te i ten years of space-selling, I have secured | 


the signed contracts of shoe retailers in a dozen — 


states. I have sold space—or tried to—to thou- 
sands of advertisers. My observation is that nine out 
of ten local advertisers could multiply the effectiveness 
of their advertising dollar if they would use one or 
more ideas and plans which are commonly overlooked. 
- 1. Suppose you choose to advertise irregularly, in 
units which vary in size. You are unwilling to sign 
the regular contract, which for regular insertions offers 
a discount. Learn whether or not the publication will 
recognize a small “rate-holder” advertisement. Many 
publications will. 


Function of Rate-Holders 


The “rate-holder” is a small advertisement, often for — 


no more than a single inch of space, for which the 
advertiser signs a six-months’ or twelve-months’ con- 
tract. This contract gets the advertiser the discount 
rate, not only for the small advertisement, but for all 
additional space he chooses to use from time to time. 
While not all newspapers and other advertising media 
will consent to such use of a “rate-holder,” a great many 
will. 

Another quite common situation arises when an 
advertiser, not caring to sign a contract, orders from 
issue to issue, and ultimately has used space regularly 
over a period entitling him to a discount had he signed 
for it in advance. What many newspaper advertisers 
do not know is that if they will ask for the discount, 
to be applied against their last advertising of the 
period ordered issue to issue, a high proportion of 
publications will grant this. 

Suppose you start out ordering from issue to issue, 
then decide to advertise regularly. Ask the paper to 
adjust on the basis of the discount from your first 
insertion. You will get the adjustment in most cases. 

If you are advertising in a generous way, be sure 
that you are getting all the discount you should. You 
can increase the effectiveness of your advertising dollar 
tremendously right here. 


Importance of Position 


2. The regular rates quoted by a great many news- 
papers are for run-of-paper position. However, with- 
out paying a premium, you will find that you can often 
obtain special position. It is scientifically true that 
an advertisement two columns by five inches in the up- 
per right corner of a newspaper page is worth more 
than an advertisement two columns by eight inches in 
the lower left corner. 

If you can secure position which automatically as- 
sures reading by an exceptional percentage of the 
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Making Newspaper Ads 
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readers, you can safely cut down the size of your 
advertisement. 

Don’t leave it for your advertisement to be put “any 
place.” Talk the matter over with the solicitor; agree 
upon a space which you are sure is exceptionally 
effective. 

Best Days to Advertise 


3. Concentrate your advertising on the best days. 
The best days vary somewhat from one community 
to another. Friday afternoon, getting ready for Satur- 
day trading, is in most cities the best advertising day 
of the week. Saturday afternoon advertising for most 
propositions, is likely to get the poorest returns of 
the week. The advertiser who will take all the issues of 
a typical week, and measure the advertising linage 
for each day, will get a fairly accurate scale of relative 
values. Unless special circumstances suggest otherwise, 
let him concentrate on the days which are associated 
with the largest volume of advertising. The advertising 
dollar will grow in size. 

I know of dozens of shrewd retail advertisers who 
vet as much return out of a given linage of advertising 
used on two days as they would out of this amount 
inserted evenly over a week’s time. 

4. Concentrate your advertising during the best sell- 
ing season. You know from experience what the 
average sales period, starting the first of January and 
ending December 31, is for your trade and your com- 
munity. You know when the big sales volume com- 
monly comes, and the dull spots. 

Here’s a good rule. Spend 75 per cent of your 
advertising appropriation when business normally is 
best, and 25 per cent during the dull periods. Your 
advertising dollar will be far ahead of the advertising 
dollar of a budget expended evenly through the year. 


Use of Ad Reprints 


5. Most publications will gladly run off for an ad- 
vertiser, at a very reasonable price, reprints of an 
advertisement. As the cost of setting the type already 
is absorbed in the printed advertisements, the cost of 
the reprints is very low. Holding big sales, figure 
to use a page of space, and order reprints, with which 
you circularize outlying territory. 

6. Here is one of the best formulas for making a 
small unit do the work of a much larger one. Use 
heavy black borders, and a heavy black heading. Use 
much solid text, set in small type, — point, or even 
six point. 

7. When you buy goods, ascertain what the adver- 
tising plans of the manufacturer are. Learn if he has 
any consumer advertising under way, if not in your 
territory, then in others: Make a stiff appeal to the 
salesmen. See what can be arranged. It is a fact that 
manufacturers will, if requested by a dealer who is 
behind their product, give special advertising coopera- 
tion. Here is another tip—the advertising solicitor of 
your local paper will be glad to write a letter for you 
to any of vour sources of supply. 
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HOGE-MONTGOMERY’S 


NEW SET-UP 


WOMEN’S NOVELTY and CORRECTIVE SHOES 





e Price 


We are making one grade only— 
$4.00 retailers. Priced to allow a mark- 
up of from 41% to 45% with an addi- 
tional 5%,—l0. days; 4%—30 days 
discount. 


° Shoemaking 


Our factory has been completely re- 
organized — modern equipment 
throughout, skilled shoemakers, and 
happy working conditions. Our new 
superintendent is Percy Sinclair, one 
of the best shoemakers in America. He 
and his workers send you their pledge 
of good shoemaking. 


° Sales Policy 


Across-the-board prices fixed in re- 
lation to volume. Our minimum re- 
quirements are set reasonably low, so 
that the average buyer can take full 
advantage of the unusual values we 
are offering. Our stock department 
will carry dependable, money-making 
patterns backed by reliable deliveries. 


Our new fall line is now in the hands of 
our salesmen in their respective terri- 
tories. Beautiful patterns, new lasts, 
smart new heels—the season's leathers 


' in keeping with our styles. Dont miss 


seeing them. 


Joe Carruthers 
is in complete charge of our sales. 


HOGE-MONTGOMERY 
COMPANY, INC. 


FRANKFORT KENTUCKY 













































The 
MODE-0O- PEDIC 
‘SHOE 
for MEN 


Now retailing at 


“a= 


* 








The 
COMBO ARCH 
SHOE 
for MEN 


Now retailing at 


5@°° 


* 


ee ee 





! The 
THAYER SHOE 
for MEN 


Now retailing at 


8 —— 


* 





THAYER 
BOYS’ SHOES 


Now retailing at 
-00 -00 
°F 


* 





THAYER 
WOMEN’S 
SHOES 


Now retailing at 


$@.0° , 37.00 

















Every retailer of 

better grade shoes 

will be interested 
in this 


PRICE REVISION 


Thayer 


Ys TALIXY 





Recoenzne the 
broader markets that would be opened to 
our customers by a lowering of prices we 
have been able to effect this desirable re- 
sult by instituting important manufacturing 
and distribution economies, and by in- 
creasing our production. 


It is our purpose, by maintaining the estab- 
lished Thayer reputation for quality, to per- 
petuate the good name of this fine old 
company. 


The new Fall lines, embodying the very best 
in leathers, patterns, lasts and ideas, offer 
strong selling possibilities in the active and 
popular $5 to $7.50 range, with your mark- 
up amply protected. Our salesmen are 
now showing the new lines on the road. 


N.B. THAYER 
SHOE CO. 


EAST ROCHESTER NEW HAMPSHIRE 
* 
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19,000 Get 3-Day Holiday 


BINGHAMPTON, N. Y.—The manage- 
ment of the Endicott-Johnson Co. 
recently granted a three-day vacation 
with pay to their 19,000 workers, the 
vacation to begin Memorial Day. This 
decision followed closely the recent 
demonstrations of good will by the 
employees. 

A statement signed by George F. 
Johnson, chairman of the board, George 
W. Johnson, president, and Charles F. 
Johnson, general manager, said: 

“You have had very steady work and 
have worked very hard. A vacation will 
do you good. This notice is given some- 
what in advance to permit you to make 
plans agreeable to yourselves for use of 
the time. Decoration Day, a legal holi- 
day, occurs May 30, which comes on 
Wednesday. We would naturally close 
down Tuesday night. 

“We have decided that we can keep 


up with our orders, which may season- 


ally be a little light for the next few 
weeks, and to give you three vacation 
days with full pay for all. You will then 
have Saturday and Sunday on your own 
account. 

“This makes a five-day complete holi- 
day for all the workers and gives you a 
full week’s pay just as though you had 
worked the usual 40 hours. We know 
this will make you happy and glad, but 
your pleasure in receiving it is less than 
our pleasure in being able to give it.” 





Record Spring Business 


Despite the lull in buying, which fol- 
lowed one of the busiest pre-Easter buy- 
ing periods in the past 10 years, Brock- 
ton and South Shore factories generally 
report an exceptionally fine fill-in busi- 
ness on staple and sport shoes the past 
week. The concensus of opinion of road 
representatives, returning to the various 
South Shore firms, is that buyers have 
been in a most receptive frame of mind 
and with a turnover in many retail ac- 
counts many South Shore firms are op- 
timistic as to the future, and plans are 
now being made for a Fall campaign 
with far greater effort than has been 
laid down at any time in recent years. 
Fill-in orders on sport shoes. with 


whites topping all demands of any previ- 
ous season, continue to pour in to South 
Shore factories. Despite the inroads 
being made by the crepe soled Havana 
oxford, two-toned combination patterns 
still continue to get a large play, and 
in the better grade sport shoes a prefer- 
ence for brown and grey buck and com- 
bination leathers—calf and grain— 
with the above two leathers. While 
many factories are in the process of 
stocktaking, the Fall season looms up 
more encouraging than for some time 
and promises to advance the Fall run. 
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DATES TO REMEMBER 


Memorial Day ................... May 30 
(All states and possessions except Ala., 
Ark., Fla., Ga., La., Miss., N. C., and 
S. C.) 

Semi-Annual Shoe Fair and Style Show 
—Biltmore Hotel, Los Angeles, Cal., 








June 4, 5, 6 
California Shoe Retailers’ Convention—St. 
Francis Hotel, San Francisco, Cal., 
June II, 12, 13 


Pacific Northwest Shoe Retailers’ Conven- 
tion—Olympic Hotel, Seattle, Wash., 
June 18, 19, 20 
Boston Shoe Fair, Displays in Hotel Stat- 
ler and Copley-Plaza. 
National Convention Shoe Whole- 
salers, 


General Convention N. E. Shoe Re- 
tailers, 
Directors Meeting N.S.R.A., 
Harbor Outing, Boston Shoe 
Travelers, Assn., 
All at Boston ................ July 9, 10, I 


New York State Shoe Retailers’ Annual 
Convention, Hotel Statler, Buffalo, 
Sept. 9, 10, 11 
National Industrial Stores Association 
Annual Convention, Wm. Penn Hotel, 
Pittsburgh, Pa. .......... Sept. 10, 11, 12 
National Shoe Retailers Association An- 
nual Convention (city to be announced 
ene Jan. 6, 7, 8, 9, 1935 
National Seasonal Opening, National 
Boot and Shoe Manufacturers Asso- 
ciation, St. Louis, Mo. ...Jan. 7, 8, 9, 1935 
Middle Atlantic Shoe Retailers Associa- 
tion (city to be announced later), 
Jan. 21, 22, 23 
Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
Rapids ............. Jan. 20, 21, 22, 1935 





Whites Selling Early 


CuHIcaGo, ILL.—Whites are selling 
two weeks earlier than last year in the 
Feltman and Curme stores in this sec- 
tion of the country, according to F. L. 
McNutt. This will mean probably a sec- 
ond selling later in the season. Kid, pig 
and the various printed leathers are all 
in demand. Fabrics will probably take 
their place as the season advances. 
Heels are both low and high. Lots and 
lots of white sports shoes are already 
in active demand. Oxfords, sandals 
and pumps are all choices. The active 
wave of interest in toeless sandals in 
the Far West is beginning to sweep 
eastward and will probably strike Chi- 
cago along with the first settled hot 
weather, thinks Mr. McNutt. 


Baby Pink 


New York, N. Y.—Saks Thirty- 
fourth Street certainly believes in baby 
pink, judging from the prominence that 
this color is given in no less than three 
of their main windows. A hat, dress, 
gloves and shoes of not widely differing 
styles were shown in each. 


Louisville Stores Show Gains 


LOUISVILLE, Ky.—Local stores show 
steady gains for the first three months 
of 1934, those reported being from 18 
per cent to 70 per cent over last year. 
White shoes are selling readily. Com- 
binations of fabric and brown or black 
leather are also popular. Byck’s has an 
exclusive agency for Tvrolean peasant 
brogues, priced at $10.50. 














THE ARCH STITCH 


Lynn, Mass.—Some stores here have the arch 
stitch taken in shoes for men, especially men 
who are heavy on their feet and have a 
tendency towards flat feet. It's an old stitch 
under a new name. It's taken, by hand or 
machine, through the shank of the shoe, the 
stitch being stabbed through the outsole and 
the insole. A stab stitch means not much of 
anything to the pavement pounder but he 
ig idea of it when it's called the arch 
stitch. 
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KANGAROO 
¢= OXFORDS 


Always in Demand 


Genuine Kangaroo 
is the strongest of 
all leathers, weight 
for weight. 


The melliowness of 
Kangaroo, its 
shape - holding, 
comfortable texture 
--yet soft and kind 
to tender feet—is 
always in style. 















Long counter pocket and back stay. 


IN STOCK 
gee ce 88.35 


OD, E, EEE 5-1 


NEW “SID” 


Ne. 5 LAST 






CATALOG 
SENT ON 
REQUEST 


10¢ per pair extra west of Denver. 
“Trade Builders” are great fitters! 


OUICK SERVICE 


LINCOLN, NEBR. 

Branch Bros., Inc. 

LOS ANGELES, CALIF. 
Stewart-Dawes Shoe Co., Inc. 






MEMPHIS, TENN. 
Wm. R. Moore Dry Goode Co. 
NASHVILLE, TENN. 
Neely, Harwell & Co. 
NEW ORLEANS, LA 
Duhon, Berry 4 Vinton, inc 
NEW YORK, N.Y. 
MT. Shaw Shoe Co. of New York 
OSHKOSH, WIS. 
1H. C. Roenitz Co. 
PEORIA, ILL. 
Jonn Moser & Sons 
CINCINNATI, OHIO PHILADELPHIA, PA. 
Nadier’s Inc. Bell, Walt 4 Co., Ine. 
CLEVELAND, O. PITTSBURGH, PA. 
The Whitney-Roth Shoe Co. Newell 4 Schneider Co 
DENVER, COLO. SAQINAW, MICH. 
The Jos. P Dunn Shoe & Leather Co. Michigan Shoe Co. 
ST. PAUL, MINN. 
Scheffer & Rossum Co 
SEATTLE, WASH. 
Washington Shoe Co 


SIOUX CITY, IA. 
Earl F. Berg 


SPOKANE, WASH. 
The Adams Leather Co. 


HUNTINGTON, W. VA. SPRINGFIELD, MASS. 
The Jeff Newberry Co. M.T.ShawShoeCo. 
INDIANAPOLIS, IND. TOLEDO, OHIO 
E. P. Bayless Shoe Co. —Ainaworth Shoe Co. 


LEXINGTON, KY ZANESVILLE, OHI 
Ades-Lexington Dry Goods Co. 
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LAUREL, Miss.—This window of the 
Fine Bros.-Matison Co. was planned 
and executed by John O. Windham, 
shoe department manager of the Econ- 
omy department, and H. L. Patterson, 
advertising and display manager of 
the firm. The theme was a promotion 
of Linen shoes and sandals. Live 
models were used each afternoon dur- 
ing the week and served to create con- 
siderable attention. 


Smart Window Featuring Linen 
Shoes and Sandals 





The shoe department showed a tre- 
mendous increase in volume and the 
event was very satisfactory from an 
advertising and selling standpoint. This 
window is well executed, reports Mr. 
Windham, as grass mats were used on 
the floor, color crepe paper back- 
grounds, plus the usual shoe window 
equipment. This outline should be of 
assistance to others in planning their 
linen windows. 











South Says "All White" 


ATLANTA, GA.—The best white sea- 
son in a number of years is reported by 
dealers in both men’s and women’s 
shoes. One women’s shoes dealer re- 
ports that he has already sold more 
whites than he did during the entire 
Spring season in 1933, with a large 
part of the season yet to come, and 
others report increases almost as sub- 
stantial. For women, the demand is 
for all-white ventilated shoes with a 
good demand also for white sandals. 
For men, the demand is for all-white 
sports shoes of the ventilated type, with 
the more conservative still demanding 
white with black or tan trimmings. 
Style Jeaders, however, are taking all- 
white sports shoes almost exclusively. 





Men Buying All Whites 


CHICAGO, ILL.—Advance sales at Mar- 
shall Field and Company’s store for 
men point to the preference for the all- 
white, as against the two-tones, as was 
predicted earlier in the season. Al- 
ready preparations have been made for 
a big all-white season and the early de- 
mands show the wisdom of this set-up, 
it was said here. When a man wants 
a sports shoe, he wants it then and 
there, and the dealer who isn’t stocked 
up not only loses the sale but perhaps 
the customer as well. 





"SLAX" Sell Readily 


HOLLYwoop, CaL.—Bruce Williamson 
of the French Bootire, Hollywood, states 
that he has sold thousands of “Slax” to 














his Hollywood women customers during 


the last couple of months—April and 
May. “Slax” are a sports shoe with a 
hand turned sole, they sell at $4.85 in 
Hollywood and come in white, beige, 
blue and brown. “It is the hand turned 
sole,” says Mr. Williamson, “that has 
made this sports shoe a winner here, 
for it has a trimness and smartness 
combined with the comfortable appear- 
ance that a sports shoe must have to 
please Hollywood women. 

“The shoe is being used by our cus- 
tomers for hiking, beach, yachting, cam- 
pus, desert and general rough about 
wear, and at the same time the hand 
turned sole makes it good for house 
wear. Many of our wealthier customers 
have bought these almost in wholesale 
lots—one woman the other day buying 
eight pairs. 

“We display the ‘Slax’ by keeping 
three or four pairs of them sitting 
carelessly in front of the fireplace in 
our salon and that is all there is to it. 
White of course is the most popular 
eolor with blue second, and buck the 
type of material used. The shoe has 
gone over fairly well in our other 
three stores, but it has been a top- 
notch success here. Ties and pumps 
have been equally popular.” 





Crushed Kid Sandals 


CHICAGO, ILL.—Customers at Ruby’s, 
reports Arthur Miller, are going heavy 
after some crushed kid sandals which 
come in red, blue, green and white. 
These have a medium heel and many 
perforations. Whites are also begin- 
ning to sell both in kids and fabrics. 
There is a growing demand here for 
modified heels—from 14/8 to 16/8. 
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Chicago Highlights Whites 


CuHIcAaGo, ILL.—Prolonged mid-sum- 
mer weather here has boomed the white 
season, which usually doesn’t get under 
full sway much before Decoration Day. 
Advertisements are lively with news 
about the white shoes, and windows are 
given over to this one theme. 

At the Palmer Boot Shop a high- 
heeled oxford is the special feature of 
the minute. “The vamp is short and 
snappy, the heel is slim and high,” says 
the sales talk. It is being shown in 
crushed kid, either all-white or white 
with brown or black, at $4.90. 

Florsheim’s women’s store is center- 
ing on an open-work sandal “for life 
in the open.” It comes in white kid. 
“It’s white, it’s light and it’s absolutely 
fashion right,” goes the light-hearted 
story. This one gets for $10.50. 

Marshall Field & Co. has picked out 
a white pigskin at $12.50 and a kid with 
cut-outs at $13.50 for their specialties. 

Pig-grain in an oxford is also I. 
Miller’s selection.. “Cool because of the 
little perforations that go all the way 
through” is the talk designed to fetch 
the customer sweltering in this out-of- 
season weather. It comes with a high 
or a low boulevard heel. It is $11.75. 

“Handsewn, short vamp, Summer 
footwear” is the story that O’Connor 
and Goldberg tell about four special 
whites that they have chosen to feature. 
Two pumps, a pair of sandals and a 
pair of oxfords comprise the group. 
They range in price from $12.50 to 
$16.50. 

“Walk right into the limelight of 
every occasion,” urges Charles A. 
Stevens & Co. In order to carry out 
this suggestion, they are offering a 
group of seven styles ranging in price 
from $10.50 to $14.50. <A service calf 
oxford, white seal sports oxford, white 
suede oxford with or without brown 
trim, white kid T-strap, white kid and 
suede combination pump and a one-eye- 
let tie of kid make up the group to- 
gether with a pique oxford as repre- 
senting the fabric family. 

Retailers in general are pushing the 
kids right now and holding back the 
fabrics for a bit later selling after the 
kids have got into circualtion well. The 
prediction is that fabrics will be very 
strong as the season advances. 





N. ¥. Convention Plans 


BuFFALO, N. Y.— Convention plans 
were discussed at a meeting of the 
Buffalo Shoe Retailers Association at a 
well-attended meeting held Wednesday 
evening of last week at Hotel Statler. 
Chairman Irving M. Bauer, who is a 
director of the New York State Asso- 
ciation and chairman of the convention 
committee, announced the appointment 
of the following committees: 

Auditing—Frank Delins, C. I. Lan- 
ich, George Seifert. Hotel, Banquet and 
Lunchepn—Harry A. Gibson, C. I. 
Lanich, S. H. Michaels. Registration, 
Badges, Signs—Benjamin Etkin, Rob- 
Speakers 
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and Program—Harry A. Gibson, C. I. 
Lanish, S. H. Michaels, Joseph Pfeiffer. 
Mr. Bauer is a member ex-officio of all 
committees. O. La Reau is secretary 
of the general committee and Joseph 
Schaetzer is treasurer. Harry Deters 
has been appointed business manager 
to interest new members in the local 
and state associations. 

C; E. Knox, first vice-president of the 
State association, is chairman of the 
Advisory Convention Committee, to- 
gether with J. L. Patten, of Schenec- 
tady, Burt “J. Gosper, of Elmira and 
W. P. Toher, of Oneida. 

The Board of Directors, of which 
John Slater is chairman, will hold its 
annual meeting Sunday evening, Sept. 
9, and Monday and Tuesday mornings 
will be given entirely to the inspection 
of salesmen’s samples. Already more 
than fifty salesmen have made reserva- 
tions of rooms. The details of the pro- 
gram will be announced. by Mr. Gibson 
later, but it is announced that Presi- 
dent Mittelman and Manager J. J. Hol- 
den, of the N.S.R.A. have accepted in- 
vitations to be present and speak. 


Mich. Chiropodists Meet 


DETROIT, MICH.—At the 20th Annual 
Convention of the Michigan Chiropo- 
dists Association Dr. Herbert C. Simons 
was elected president, Dr. W. W. De- 
Hart of Flint, vice-president and Dr. 
R. J. Quick reelected secretary and 
treasurer at the business meeting on 
Saturday. 

The scientific meeting held on Sun- 
day was taken up with several surgical 
operations performed by Dr. G. Gracy 
and Dr. Ralph Fowler of Detroit. Dr. 
T. E. Ingersoll of Muskegon and Dr. 
John Parker of Coldwater. 

The convention closed with a banquet 
in the Venetian gardens of the Book 
Cadillac Hotel and guests numbered one 
hundred and twenty. There were dis- 
plays by eighteen shoe dealers and 
allied tradesmen. 
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Reader as a Buyer, 
A Reader as a Merchant 


As a buyer with the Pizitz Dry Goods 
Co. I was a regular reader of the Boor 
AND SHOE RECORDER, and now that I am in 
business in a partnership with N. Jaffe, I 
would not think of trying to operate a shoe 
department without the RECORDER. 

J. B. Shoe Co., A. M. Baker, Macon, Ga. 





Here’s a Style 


that appeals to young women who want warm weather foot com- 


fort. 
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Stream-lined, air cooled! 


Show it in your trim and watch 


755—All white crushed calf, Leather Sole, 


The smartest styles in young women's sport shoes. 
12/8 Leather heel and top. 


No. 


your sales volume increase. 


5/9 AAA-AA; 4/9 A-B; $2.85 


Order Now! 


For fit, comfort and smart appearance, "Smoothies" are lead- 


ing the ''Great White Parade." 


Don't miss sales for lack of sizes. 
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“Smoothies” 


HE ONLY EXCLUSIVE GOODYEAR WELT ORGANIZATION IN THE ST. LOUIS DISTRICT 








THE JUVENILE SHOE CORPORATION OF AMERICA 
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JODHPURS 
by O’Donnell’s 


The ideal riding footwear 
for the summertime. 
O’Donnell’s meet this popu- 
lar demand with the strap 
and lace jodhpurs. 












Strap Jodhpurs 


Black and brown 
strap jodhpurs 
for men and 
women. Carried 
in stock. Wide 
range of sizes 
and widths. 


Boots That Appeal 


Aristocrat jodhpurs, 
like Aristocrat 
riding boots, have 
that superiority of 
workmanship and 
material so appeal- 
ing to the discrimi- 
nating taste of 
riding devotees. 


Popularly Priced 


While Aristocrats feature 
quality, price is not forgot- 
ten. These jodhpurs may 
be had in a price range to 
fit all pocketbooks. 


Lace Jodhpurs 


Black and brown 
lace jodhpurs for 
men and women. 
A popular inno- 
vation for true 
riding comfort. 
Made to order 
thirty days. 










Aristocrats 
For Every Riding Need 


There is an Aristocrat riding 
boot for ladies, for men, for 
boys, and for girls. Carried 
in stock in many styles, 
leathers and prices. 


Let us send you our catalog 
showing our complete in- 
stock line. Write today for 
our book of “riding profits.” 





The O'Donnell Shoe Co. 


511 Sibley St. St. Paul, Minn. 
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Adapted by Retailer 


AUERBA 


The Story of THREE WOMEN 
and Their SHOES From AUERBACH’S 








four-eyelct tie comés i 


5 ‘Tis fou’ 
white kid or blue and $7: 
grey combiration.... a 


‘This shoe cleverly cumoines 


$10.50, wrcemnirt viaue win 94 95 


White Kid.............. 






Pease: hin Watee Mid for the 
country club $7. 


(AUERBACH'S—SHOE DEPT.—STREBT FLOOR) 


SALT LAKE City, UTAH.—The Auer- 
bach Shoe Department, Broadway at 
State Street, made a definite appeal to 
three types of women customers in a 
pictorial advertisement with the cap- 
tion: . 

“The Story of Three Women and 
Their Shoes From Auerbach’s.” Fol- 
lowing under this were three feminine 
pictures: “the smart young thing,” the 


business woman or young matron,” and 
“the conservative person.” Below each 
picture were five shoes especially 
adapted to the taste of each woman; 
street, travel, afternoon, informal eve- 
ning and evening shoes were shown. 
According to L. B. Solomon, buyer for 
Auerbach’s shoe department, excep- 
tionally good results were obtained 
from this original advertisement. 





New Wholesale House 


Boston, Mass.—The newly formed 
Metro Shoe Co. has opened offices and 
salesrooms at 59 Lincoln Street, with a 
complete line of popular priced women’s 
novelties and Goodyear welts. 

The personnel of the firm includes Ed- 
ward L. Metzner, formerly of Duane 
Shoe Co., and Morris W. Smith, who 
was associated in the past with Rogers 
Bros. Shoe Co. and the Bond Shoe Co. 





Drew Reelects Officers 


PORTSMOUTH, OHI0O.—At the annual 
meeting of the stockholders of the Irving 
Drew Co., F. Wallace Drew was re- 
elected president and treasurer; Everett 
A. Drew, vice-president, and Philip 
Pfarr, secretary. These officers with 
W. W. Gates, T. C. Lloyd, A. F. Mart- 
ing, Dr. S. D. Ruggles and E. W. Crigh- 
ton and Robert M. Adaur constitute the 
board of directors. 
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SEAT ~_ ro 4. |||||OPEN TOE SANDALS 
IN SUMMER PASTELS 


Economically 
with American 


INTERLOCKING 
SHOE STORE CHAIRS 


The economy of “American” Interlocking Chairs makes them 

widely recognized as standard shoe store seating. Compact, 

arranged in sections, more chairs fit into less space. Yet they 

are roomy and comfortable. Coverings are of harmonious 

patterns to fit in with interior decorative schemes. A design- 

ing and drafting department is at your free disposal. Just send 
rough floor plan for unusual layouts. 


American Seating Company 























Ml 



























Makers of Seating for Shoe Stores, Schools, 
Churches and Public Auditoriums. 
General Offices: GRAND RAPIDS, MICHIGAN 
Branches in All Principal Cities 


“NEW STYLES IN SHOP 
SEATING” FREE 


Send for this free book of practical seating helps. 
Know the facts about “American”’ Interlocking Chairs 









































































—their economy, comfort, beauty. Address Dept. BS5 aan " 
LASS-0-SANDAL 
Courtesy of Golo Slipper Co. 
ON THE OCEAN FRONT on the NEW BLACK 
ATLantTic City, New Jersey 
SITUATED DIRECTLY ON THE BOARDWALK FAIRY TWINKLE TORS 
and CONVENIENT TO ALL PIERS AND 
AMUSEMENTS. : P 
Per day, With Meal Of course you’re well stocked with the 
hy $600 Private Bath tremendously popular open toe sandals in 
European Privat rainbow colors. Every woman wants at 
Plan $300 a least one pair this summer... or will 
want them, when she sees them in your 
SOF AF COD Tee hareaned ” ALL BATHS window displayed on attractive Fairy 
“ Excellent Food French Cuisine Garage Twinkle Toes, especially the sensational 
" EMANUEL E. KATZ, Man. Director new BLACK model. 
a Open toe sandals, even more than other 
“i shoes, require a shoe form for effective 
ae ) display. Fairy Twinkle Toes are the per- 
g . . © fect answer, they’re ankle high, light 
# Chain Store Efficiency weight and available in two distinctive 
: types ... flesh colored with molded toes 
records are made available and rose tinted nails, or the new BLACK 
a to independent retailers in the j with molded toes and silver nails. 
Recorder’s Stock Record System ( Order now fer summer selling . . . dis- 
al play Fairy Twinkle Toes ... and watch 
(either in cards or book form) ( a 
ig ) the customers come in! 
e- 
tt Samples on Request 
: ples on Req SHOE FORM CoO. 
th AUBURN, N. Y. 
t- MERCHANT’S SERVICE DEPT. ) Licensed pee aa Branches 
4 367 West Adams St., Chicago, IIl. United Last Co., Ltd., Montreal, Que. 
ne Northampton, England Paris, France 
\. Frankfort, Germany Melbourne, Australia 
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BOY, SCOUT, SHOES 
For DRESS — For CAMP 


Don’t Miss Sales for Lack of Sizes 







In-Stock— 
Immediate 
Shipment 





Style $913—Official moccasin type service ox- 
ford. Brown Elk, Gro-Cord Kicker Toe Sole and 


Heel. Match Eyelets. Gents’ $2.60; Boys’ 
$3.00; Men’s $3.45. 

Style 2721—Same, Service Shoe, medium shade 
Tan Elk, half bellows tongue. Gents’ $2.60; 
Boys’ $3.00; Men’s $3.45. 

Style $739—Same, Camp Oxford, Brown Elk, 
Raw Cord Sole, rubber heel. Gents’ $2.25; Boys’ 
$2.60; Men’s, $3. 00. 

Style $926—Same, Camp Shoe, 
Tan Elk, half mere Lo 
Boys’ $2. 60; Men’s $3.00 


EXCELSOR 
Official Boy Scout Shoes 


CAMP-OLOGY BOOKS SUPPLIED FREE. Every 


Scout wants one. Show them in your window trim. 


medium nese 
Gents’ $2.2 





STYLE No. 581 
OFFICIAL 
BOY SCOUT 

DRESS OXFORD 





Brown or Black Calf, leather sole, rubber jee. 

oo last. Gents’ $2.55; Boys’ $3.25; Men's 
7 

Style $561 . . Same in Brown Elk. Gents’ 

$2.25; Boys’ $2. 60; Men's $3.25. 


Los ANGELES, CAL.—You have heard 
about “the old woman who lived in a 
shoe” and thought it was all a joke and 
could ‘not be done, but now comes Joe 
Kalisky, the tireless executive of the 
Los Angeles Shoe Travelers’ Associa- 
tion, and says he will have a shoe on the 
stage at the big exposition of his asso- 
ciation, June 4, 5, 6, that two full grown 
girls can stand in. At the opportune 
time on the evening of the big con- 
cluding banquet, June 6, these girls, 
ballet dancers, will bob out on the stage 
through a door inside of the shoe and 
do their stuff. 

The laces on the shoe will form an 
outside stairway and the ballet dancers 
will flit up and down these stairs as they 
perform their act. The shoe will be 7 
feet high and 12 feet long. 

Mr. Kalisky expects about 90 exhibi- 
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Los Angeles All Set For Buyers’ Meeting 





1934 





May 26, 


tors at the Exposition and space is 
rapidly being taken. One entire floor 
of the Biltmore Hotel has been leased 
for the show, an advantage, Mr. Kal- 
isky feels, over the arrangement at 
former shows when exhibits were shown 
on two floors. 

An effort is being made to have a 
representative from the nation’s capital 
come and talk on the details and mean- 
ing of the code, while the fun program 
will include vaudeville acts and other 
numbers in addition to the big shoe 
stunt. The Los Angeles Chamber of 
Commerce is cooperating with the 
executives of the association in publicity 
matters. and probably will have a 
speaker on the banquet program. 

The usual board walk and style show 
will of course be features of the closing 
night. 





Planning Seattle Convention 


SEATTLE, WaSH.—Under the leader- 
ship of Everett Nordstrom as general 
convention chairman, Seattle shoe deal- 
ers are planning to be hosts to. the 
Pacific Northwest Convention of shoe 
men, June 17 to 20, with extensive shoe 
displays and exhibitions, as well as four 
days of inspirational and business ad- 
dresses, style show and entertainment 
for the dealers and their ladies. Mr. 
Nordstrom has appointed a number of 
committees, now at work on finishing 
touches to the program of events and 
educational features. Among social 
phases of the convention, golf matches 
will play a leading role, with L. J. 
Conley, buyer of Frederick and Nelson, 
Max Block and W. C. Jones, constitut- 
ing the Golf Committees. Other enter- 
tainment features will be under direc- 
tion of the Entertainment Committee 
consisting of Norman Klasgye of the 
Stetson Shoe Shop and Dave Kline- 
smith of the Rhodes Store. 





California Convention Program 


SAN FRANCIScO—The California Shoe 
Retailers’ convention opening at the St. 
Francis Hotel in San Francisco on June 
11, aims by means of a number of open 
forum discussions to develop a type of 
progressive and forward looking think- 
ing which will be most helpful to mer- 
chants, according to Melville Kaufmann, 
president of the association. Ina state- 
ment addressed to members of the asso- 





Style "4564. Same in Black Kip. Gents’ 
$2.25; Boys’ $2.60; Men’s $3.25. 





Every Scout and Cub has visions of the pre- 

liminary spring hikes and training for summer- 

time camp. et more of the * trade 

Seutes these sturdy shoes in your window 
ms! 











Complete descriptive folder sent on request. 


THE 


FXCELSTIOR 


SHOE COMPANY 


ciation Mr. Kaufmann said: 

“It is highly important, particularly 
now, that you know what other mem- 
bers of the shoe craft are thinking and 
doing under the new scheme of Amer- 
ican business activity. It is foolish to 
think that this is only a temporary situ- 
ation which will be abandoned in 1935 
or soon thereafter. Undoubtedly nu- 
merous changes will be made in retail 
code, the constitution of code authorities 
and the exact relationship of trade 








Portsmouth, Ohio Y 


associations thereto but the new business 


philosophy of cooperation undoubtedly 
will come to remain as a permanent 
part of the American retail structure. 

“On the morning of June 11, after cer- 
tain preliminary matters are disposed 
of, there will be a very enlightening dis- 
cussion from the members of the 
various local retail code authorities in 
various parts of the state discussing 
particularly the trade practices, hours 
of labor and wage provisions of the 
retail code. At that time an endeavor 
will be made to answer any questions 
you may have concerning interpreta- 
tions of the retail code so that any 
matters which you may be hazy about 
will be clarified.” 

Various other educational features of 
a high order have been planned, and 
there will be an “informal” dinner 
Tuesday evening. President M. A. Mit- 
telman of the N.S.R.A. will be one of 
the principal convention speakers. 





Baltimore Retail Assn. 


BALTIMORE, Mp.—A group of local 
shoe merchants met and organized the 
association known as the Associated 
Shoe Retailers of Baltimore, Inc. Head- 
quarters and offices of the organization 
are given as 509 American Building. 

The organizers include Ernest Con- 
don, operator of the Condon Shoe Shop; 
F. Lee Regan, manager of the Kirch- 
ner Shoe Shop, and Bernard J. Rosen- 
blatt, of M. Rosenblatt. The associ- 
ation will endeavor to include all shoe 
merchants in its membership roster 
and will endeavor to promote and en- 
courage the interests of its members. 





New Firm in Macon 


Macon, Ga.—A new retail shoe con- 
cern in town is that known as the J. B. 
Shoe Co., which operates the shoe de- 
partment in the Darling Shop. The firm 
is composed of N. Jaffe, a merchant of 
Oneonta, Ala., and A. M. Baker, former 
shoe buyer with L. Pititz Dry Goods Co. 
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Men’s slippers will sell all the 
year —if you show them. A 


eeetig a "No, 1436 
Boston retailer* is proving this, eB 


Black Kid Opera, Hand 








Black Kid Opera, Full ° ° 

leather lined. Cemented and during the second week in Ben ce ee ee 
Sole. Also stocked in _ - i s ce ‘ ~ 2 - — 
Standard colors—6-11, E. May sold 199 pairs. Think of it! colors. 5-11, C to EE. 


‘ i $2.40 
ee The “new leisure” is changing 


men’s habits—men are spending 
more time in their slippers. 


Men’s slippers make the ideal 
Holiday gift item—and are just 
as appropriate for the many an- 
niversaries during the year. 










‘ No. 1506 

: Black Full Grain Soft 

Ne 6 ee Now Comes lle gee, Ay 

Patent Opera, Black Liz- en, ; pe aap -12, D. ‘ 
a ae FATHER’S DAY ne 
Red, Blue, Green and No. 1536 


Wine. 6-11, E. $2.10 JUNE 17th Same—kid lined. $1.85 


Suggest they “Say it with slippers” to the fathers in your community this year. 
Bring your slipper stock out of hiding—check over styles and sizes and draw on 
our ample Stock Department to complete it. A showing and promotion of men’s 
hard and soft soled slippers from now on will bring in unexpected profits. Take 
our tip and try it out. 


In Stock Catalog, showing complete lines of Hard Sole Turns and Cements, Soft 
Soles, also specialties such as Pullmans and Scuffs, will be sent on request. 


*Name on request. 








No. 1524 

Patent and Red. Soft 

Sole Mule, Kid lined. 
6-12, D. $1.85 





No, 2529 
Green and Black Bombay 
Seuff. Stocked 6-11, 
whole sizes only. $1.60 


mabe gy L. B. EVANS’'SON COMPANY — WAKEFIELD, MASS. 








When writing advertisers please mention Boot and Shoe Recorder 
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LA 


How nice 





they look inside!” 

















Successful retailers know 
that the inside as well as the 
outside of a shoe must be neat, 


and trim in appearance. 


Du Pont Pontan Quarter Lining, 
because of its uniformity and 
practical working qualities, is at- 
tractive in appearance and will 


impress the customer favorably. 


It is furnished in white, gray, fawn 


and other appealing colors. 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 








1” 





Store 
Changes 


Buys Dayton Baynham Store 


DAYTON, OHIO.—The Baynham Shoe 
Co., 44 W. Third Street, has recently 
been acquired by M. H. Riggs and A. L. 
Butterworth. Mr. Riggs for nine years 
was shoe buyer for the B. L. Baker Co., 
Cleveland, and for the past 18 months 
was connected with the Marion Shoe 
Co. as stylist. Mr. Butterworth was 
also connected with the Marion Shoe Co. 
for 13 years as salesmanager and sec- 
retary. The store for the present will 
be continued as the Baynham Shoe Co., 
handling the same high grade shoes as 
in the past. 


New Edison Store 


PHILADELPHIA, Pa.—The ground 
floor and basement of a four story build- 
ing at 1206 Chestnut Street, has been 
leased for a term of years to Edison 
Brothers Stores, Inc., of St. Louis. The 
aggregate rental for the term of the 
lease is $300,000. Alterations will be 
made to the property. It is interesting 
from a historical standpoint to note that 
this property was the first business 
establishment to open in the 1200 block 
of Chestnut Street, which had been ex- 
clusively residential in character. 





























Adopts New Policy 


PORTLAND, ORE.—Adopting a new 
shoe merchandising policy and doubling 
the size of its*store, Simpson’s, a shoe 
store for men, moved to 800 S. W. 
Washington Street. The store is owned 
by John A. Simpson. With a battery of 
six beautiful street windows in which 
there are strikingly displayed shoes, 
now of its own brand in line with the 
new policy, the enlarged corner loca- 
tion makes a handsome addition to the 
roster of fine men’s shoe stores of the 
city. 


Adds Chiropody Dept. 


ATLANTA, GA.—A department of 
chiropody has been added by the J. P. 
Allen Company, in connection with its 
shoe depgrtment. The new department 
will be in charge of Dr. L. J. Ferrier 
and Dr. E. W. Barron it is stated. 





Renames Store 


DETROIT, MICH.—The downtown store 
of Norman’s Shoes, at 201 State Street, 
has been renamed the Rogers Shoe 
Store, stocking models under the new 
Rogers brand. N. Watterstone and N. 
Rosenberg are the proprietors. 


Store Moving 


HACKENSACK, N. J.—The Westervelt 
Shoe Shop is moving into new quarters 
at 244 Main Street. 
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IN STOCK 


WHITE SHOES 
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No. S6748 WHITE KID... .$4.60 
Welt Construction. 66 Last 
15/8 Cuban Wood Heel 
























“£f3 ee 
Af. evenice 







No. $3200 WHITE KID... .$3.10 
Uco Construction. 316 Last 
16/8 Continental Wood Heel 

















“ee Cc? 3° 
©rmune 















No. $3250. WHITE KID... .$3.10 
Uco Construction. 316 Last 
16/8 Continental Wood Heel 


































New Spring Catalog Sent on Request 


* 


IRVING DREW CO. 


PORTSMOUTH, OHIO 
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WHERE TO BUY 
Men’s Shoes 
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WHERE TO BUY 


Men’s &@ Women’s 
Slippers 


Oe ot et re 













W. 8. CHASE & SONS, INC.. 
HAVERHILL, MASS. 


in Steck—Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.75 
Kid Pullman Slippers 
colors and black with 
jnap Pocket 1.35 
Zipper Pocket $1.50 
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WHERE TO BUY 
Riding Boots 


lle le ei ele i eli i i dl 















LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 


For Immediate Delivery 


Men, Women & Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 


Complete Catalog 
R-7 on Request 


~ COLT 
CROMWELL Co. 


1239 Broadway 
New York City 














Stress Brown Bucks 


New York, N. Y.—The newly re- 
novated Saks Thirty-fourth Street gives 
prominent space in a window near one of 
the main entrances, to the men’s brown 
buck shoe. Two shoes only were shown, 
together with a hat, gloves and a cane. 
The window card read: The Season’s 
Smartest Shoe—“Brown Bucko” at 
$7.50. 


What's 
Selling 


Brown and White Sports 


New York, N. Y.—One man, at least, 
is optimistic in his prophecy for the 
brown and white sport shoe for men 
this season. He is C. S. Bloom, man- 
ager of the Florsheim store on Broad- 
way, near Thirty-fourth Street. Mr. 
Bloom states that the brown and white 
will run the black and white a stiff 
race for sale honors. 


Cuban Heels for Men? 


Lynn, Mass.—Heel makers tell of 
Cuban heels for men’s shoes, military 
height and Cuban cut, and the notion 
is that the popularity of Cuban sport 
styles, or jai-alai shoes, started this 
idea of Cuban-heels for men’s street 
styles. 





Solid Display of Whites 


DENVEB, CoLo.—The entire battery of 
Sixteenth Street windows at the Fon- 
tius Shoe Co. here was recently devoted 
to a series of unusual displays of white 
shoes for the whole family. On one side 
were shown virtually all types of whites 
for men, with white hose in different 
patterns to match each shoe. Particular 
attention was given to ventilated shoes 
for men. In another smaller window 
were white shoes for children, while 
on the opposite side were whites of 
every kind for women. A small window 
in the center of the lobby showed linen 
shoes for women in several colors. This 
store reports one of the biggest white 
seasons in many years. 





Perforated Whites Selling 


DENVER, CoLo.—F. A. Schauer, 
Rocky Mountain district manager for 
Feltman and Curme, reports an ex- 
ceptionally strong demand for women’s 
sandals and for plain and perforated 
whites in men’s shoes. 

“About 75 per cent of our white busi- 
ness is being dene on plain white and 
perforated models,” he says. “We’ve 
been very much pleased with early in- 
dications on the whole Summer line- 
up. Sandals have been ‘walking out’ 
on us. Denver women have accepted 
this style.” 





lowa Buys Many Whites 


Des Mornes, IowaA—An avalanche of 
white shoe selling, both women’s and 
men’s, brought great increases to local 
shoe dealers in May. P.O. DeWitt, head 
of the basement shoe department at 
Younkers, had several tripled days dur- 
ing this period, and noted that the 
higher price lines were selling in greater 
volume than the lower. For instance 
the $6.00 and $6.75 groups were far 
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in the lead of the $1.98. Extreme hot 
weather and the united promotion of 
whites by Des Moines shoe dealers re- 
sulted in these increases, but with the 
return of colder weather, whites are 
continuing to sell in quantities, indi- 
cating that nothing can prevent this 
being the largest white season yet, in 
the opinion of Mr. DeWitt. 





Suedes in Demand 


HoiLywoop, CaAL.—Particular men 
in Hollywood have not abandoned suedes 
in colors by any means in spite of the 
great demand for whites, according to 
Ralph Price, assistant to the manager 
at the Hollywood store of Hamilton’s, 
Inc. Browns and grays in suede are 
still piling up volume for this store. 

The leader among sports shoes right 
now is a plain white buck brogue with a 
wing tip and a crepe sole, a practical 
shoe fitted for all sports purposes. 





Obituary 
Fred Forest Field 


BRocKTON, May 21—Fred Forest 
Field of 789 North Main Street, a life- 
long resident of this city, president of 
the Field & Flint Shoe Co., past presi- 
dent of the Brockton Agricultural So- 
ciety, sponsors of the famous Brockton 
Fair, noted horseman, cattle breeder 
and head of the Dutchland Farms, 
passed away shortly after 7 o’clock to- 
night after a lingering illness from 
heart trouble. : 

He is survived by hig wife Lizzie 
Kenny Field, one son, Fred A. Field, 
Jr., and two twin daughters, Marjorie 
and Katharine Field. The latter one 
of the best woman golf players in the 
state. 

Mr. Field was born May 11, 1861, the 
youngest son of the late Mr. and Mrs. 
William L. Field, in the same house 
where he died and had lived his entire 
lifetime. His first job was driving a 
milk wagon for his father. He later 
was to become famous as head of a 
milk company bearing his name, “Fred 
F, Field Dutchland Farms.” 

Somewhat disliking the milk wagon 
delivery he answered a “Boy Wanted” 
sign and secured a position in the office 
of the Burt & Packard Shoe Co., on 
Warren Avenue. He later became a 
member of the firm, next its president 
and later the owner. This business was 
in existence in the city for more than 
60 years. 

He became interested in the breeding 
of Holstein Friesian cattle and was a 
director of the Holstein Friesian Asso- 
ciation of America for 10 years, during 
which time its membership increased 
from 2000 to 12,000 and $200,000 ac- 
crued to the treasury. 

He refused several times the presi- 
dency of the association. In the mean- 
time he developed his own herd until 
it was recognized as one of the best in 
the world. 
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Prize Winners at Tanners Tournament 


Major J. W. Byron, left, chairman of the Sports Committee, presents the President's 


Trophy to Richard Bernheim. 


Prize winners of the Golf Tournament between the Tanners and members of the Allied 
Trades, individually as well as collectively, at White Sulphur Springs, W. Va. on May 10 and 


11, 1934, were as follows:— 
Prize 


President’s Trophy. 


Leather Golf Bag. 
1 Doz. Golf Balls. 
Leather Zipper Envelope. 


1 Doz. Golf Balls. 
Leather Bill Fold. 
1 Doz. Golf Balls. 


Leather Zipper Envelope. 


Leather Zipper Envelope. 


Leather Brief Case. 
Leather Duffle Bag. 
Leather Portfolio. 


Leather Zipper Envelope. 


Tanners’—Allied Trades Cup. 


Golf Committee. 


TANNERS 
Recipient 


Neumann & Company, Hobo- 


Richard Bernheim of R. f 
competition 


en, N. J. A net score for the two days’ 


of 149. 


In addition to the cup, Mr. Bernheim received a leather 
pocketbook as permanent prize. 


Harold Connett of the Surpass Leather Co., Philadel- 
phia, Pa., for low gross score for two days’ play of 
170. (36 holes.) 


Richard Bernheim of R. Neumann & Company, Hobo- 
ken, 2 for low net, Thursdays play, (18 holes), 
score 68. 


John W. Filoon of V. & F. W. Filoon Company, Brock- 
ton, 7 for low gross, Thursday’s play, (18 holes), 
score 


Maj. Joseph W. Byron, W. D. Byron & Sons, Williams- 
port, Md. Low net, 18 holes, Fridays play, score 76. 


Percival E. Foerderer, Robt. H. Foerderer, Inc., Phila- 
delphia, Pa. Low gross, 18 holes, Friday’s play, score 89. 


E. G. G. Brooker, U. S. Leather Co., New York, N. Y. 
Kicker’s Handicap, 18 holes, Thursday’s play, score 77. 


Merrill A. Watson, Tanners’ Council of America, New 
York. M eanin Handicap, 18 holes, Friday’s play, 
score 71. 


Willard Helburn, Helburn Thompson Co., Salem, Mass. 
High gross, 36 holes, (two days’ play), score 262, 


ALLIED TRADES 


George Elliott, George H. Elliott Co., 
Low net, 36 holes, score 142. 


Chicago, II. 


Cc. B. Ely, Tannin Corporation, New 7 N. Y. Low 
gross, 36 holes, score 176. 


J. T. Gormley, Day-Gormley Co., miened Mass. Low 


gross, Thursday’s play, score 84. 


E. E. Cohen, Cut Sole Mfrs. Ass’n, Boston, Mass. 
gross, Friday’ s play, score 90. 


Low 


The competition between the Tanners’ Team and the 
team of the Allied Trades was very closely contested 
and resulted in a victory for the Tanners’ Team with 
a score of 2099 points against a score for the Allied 
Team of 2220 points. Mr. Harold Connett was captain 
of the Tanners’ Team and Mr. J. C. Andresen was cap- 
tain of the team of the Allied Trades. 


Maj. J. W. Byron, W. D. Byron & Sons, Williamsport, 
Md., (Chairman). R. L. Pope, Northwestern Leather 
Co. Tr., Boston, Mass. Frank Radel, Radel Leather 
Mfg. Co., Newark, 





Alwayhin ae 


or Spectator Sports wear, here is smart style, and comfort both 


in sole and upper, over a real fitting last. 


The smartest styles in young women's sport shoes. 


#301—White Elk Base with Coffee Elk Trim. White 


Nap Sole. 


The active young woman needs this shoe in her summer wardrobe 


Leather Heel and Nap Top. 


3'/o/9 AAA—3/9 AA-A—2!/>/9 B-6 


Don't miss sales 


Order Now! 


It will boost your sales volume. 


for lack of sizes. 


Central Terminal Bldg. ST. LOUIS MISSOURI 


DeLux Catalog showing complete line 


THE ONLY EXCLUSIVE GOODYEAR WELT ORGANIZATION IN THE ST. LOUIS DISTRICT 


THE JUVENILE SHOE CORPORATION OFAMERICA 
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WHERE TO BUY 


Children’s Footwear 











MRS. DAY’S IDEAL BABY SHOES 
5 Infants’ Soft Soles...0-3 
Intermediates ....... 1-5 
Flexible Hard Soles. .2-8 
Send for In-Stock 
Catalog 





MRS. DAY's IDEAL BABY 
Locust St. Danvers, Mass. 














WHERE TO BUY 


Women’s Shoes 





KUSH-IN-EZE 


HAND TURNED 


FOOTWEAR 
IN STOCK 


S otteall 


No. 156 Black 
Kid $2.35 





No. 401 Black 
Kid $1.85 


CK LKK II 





SEND FOR CATALOG 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Son Co.) 


<< 








Opens Sample Room 





Sam G. Solomon opens up new and 
larger sample room in 406 Security 


Bldg., 189 West Madison Street, Chicago. 


Sam has the volume lines for the large 
trades and he says, and ought to know, 
“the best in the country” in his opinion. 
He is representing, for the west, Col- 
lingwood Shoe Company of Endicott, 
N. Y. 
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On the selling end 


News of the Travelers and Sales Activities 


Huffine Joins Edwards’ Staff 





ROBERT L. HUFFINE 


With the addition of Robert L. Huf- 
fine to its staff and the acquisition of 
CorecTred shoes which attained such 
a wide reputation in the retail shoe 
trade as manufactured by Huffine & 
Clarke, J. Edwards & Co. of Philadel- 
phia, have made an important advance 
in the orthopedic division of their busi- 
ness. With the Arch Grower Shoe, 
which has for a long time has been 
represented in the line, and the Corec- 
Tred shoe, both of which are carried in 
stock—the two schools of thought, that 
favoring the built-in support, and that 
advocating the flexible shank will both 
be completely represented. 

Mr. Huffine who will concern himself 
with the marketing of these feature 
shoes comes to the company with an 
established background in the trade as 
an authority on orthopedic shoe manu- 
facture in juvenile lines. He was early 
associated with Adams Bros., his, con- 
nection dating back to 1920, and more 
recently was the directing head of the 
business of Huffine & Clarke. He is 
identified with quality production and 
has always worked upon quality ideas. 





N. Y. Travelers Meet 


New York, N. Y.—The Boot & Shoe 
Travelers Association of New York, 
whose offices are in the Marbridge Build- 
ing, held a meeting recently at which a 
committee was appointed to take up the 
proposition of golf tournament and clam 
bake for members and their friends 
sometime during,.the month of July. A 
luncheon club was formed also, the first 
luncheon-meeting was held at the Gre- 
gorian Hotel in the Pershing Room, on 
Wednesday, the 23rd. 





From that time on, the luncheon-meet- 
ings will be held monthly, according to 
Charles V. Havranck, secretary and 
treasurer of the organization. Mr. 
Havranck reports that the present 
financial condition of the association is 
better than it has been in years. 





Serur Has Road Job 


John Serur, for eight years co-man- 
ager of the Guarantee Shoe Store in 
San Marcos, Texas, is now traveling 
for the Wohl Shoe Co., of St. Louis, 
Mo., in the States of Colorado, New 
Mexico and Arizona. 





Moves Headquarters , 
American Shoe Company move to 
larger quarters at 19 South Wells 
Street, Chicago. They job a complete 
line of men’s dress and sport shoes. 
All the salesmen have left for their 
territories after their sales meeting. 





Moody Changes Houses 


E. H. (Bob) 
Moody is now 
covering th e 
South with the 
line of Moulton- 
Bartley, Inc., 
whose factory is 
in Highland, IIl., 
after having car- 
ried the line of 
the _ Bancroft- 
Walker Company 
of Waltham 
Mass., for sev- 
eral seasons. 
Probably no sales- 
man in the territory is better known 
than Mr. Moody, who has been con- 
tacting the retail trade south of the 
Mason and Dixon line for a number of 
years. Despite the size of his territory, 
however, he has found time to take an 
active and intelligent part in the work 
of salesmen’s associations. He is a past 
president of the Southwestern Shoe 
Travelers’ Association and a past vice 
president of the National Shoe Travelers’ 
Association, of which association he de- 
clined the presidency because of his 
work. 





BOB MOODY 





"Six Six" Shoes 


Lynn, Mass.—“Six Six” shoes, a 
new grade in several Lynn shoes, aren’t 
shoes to retail at $6 or $6.60 a pair, but 
shoes that have an outsole of six irons, 
or 6% for good measure, these being 
sewn on with good thread 6 stitches to 
the inch by the McKay machine. It’s 
one of the new grade up ideas. The 
“Six Six” shoes are built to retail at 
$3 a pair and up. 
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PRACTICAL 
and SMART 


The UCO Lockstitch Process 


provides many improvements 


in the art of shoemaking. 


This modern SEWED SHOE 
combines true flexibility, trim. 


appearance and foot comfort. 


MO 











LOCKSTITCH 














Their growing popularity 
} is significant 





Lightweight 

insoles and outsoles 
Thin shanks 
Close edges 


UNITED SHOE MACHINERY CORPORATION 


. BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 


Riding Boots 


6 6 5 Fo 6 oa 


\-RIDING BOOTS 
IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 
Boots. 


Write for catalog. 





WHERE TO BUY 
Ballet Slippers 





BALLET SLIPPERS 
IN STOCK 
Black Kid 
$600, 1st grade, $1.35 
$609, 2nd grade $1.20 
Brooks Shoe Mfg. Co. 
Swanson and Ritaer Sts. 
Philadelphia, Pa. 











Frank H. Taylor 

MILWAUKEE, Wis.—On Friday, May 
11, Frank H. Taylor, the dean of shoe 
men in Wisconsin, passed to the great 
beyond at the home of his daughter in 


Milwaukee. His death is mourned by 
the retailers, as well as the shoe travel- 
ers, both groups feeling they have lost 
a real friend and comrade. 

It was Frank Taylor who pioneered 
the now famous Pied Piper line in his 
own State, placing this line in the fore- 
most stores in Wisconsin. 

He was born on December 44, 1854, in 
New York City, and at an early age 
entered the employ of Lord & Taylor 
of New York. 

He came west in 1882, where he 
opened the first shoe department in a 
department store in Wisconsin; viz., 
James Morgan & Company. Shortly 
after he became connected with Gimbel 
Brothers of Milwaukee, and remained 
in their employ as manager of their 
shoe department for 13 years. 

He lost his wife, Sarah Louise Taylor, 
by death in 1923, and immediately after 
her death retired from active business 
and moved to Oakland, Cal., where he 
lived with a daughter, Mrs. W. H. 
Alderson. - 

He is survived by a sister, a son and 
two daughters. 

S. J. Brouwer, Charles E. Collar, F. 
J. Larkin, F. E. Schmidt, Ed. Schneider 
and Louis Ripple acted as pall bearers. 
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Obituary 


Death of Robert E. Smith 


CuHIcaco, ILL.—Robert Edward Smith, 
president of the J. P. Smith Shoe Mfg. 
Co., Chicago, died suddenly Wednesday, 
May 16, at 5.00 p. m., at his home, 333 
Maple -Avenue, Highland Park. He had 
not been feeling well for several months, 
although at the factory up to a short 
time ago, but his death was unexpected. 
Interment at Rosehill. Cemetery, Chi- 
cago, Friday, May 18. 

Industry paid tribute to his memory 
by a large attendance of shoe and 
leather men, with delegations of re- 
tailers led by Anthony H. Geuting and 
manufacturers led by Milton Florsheim 
and floral pieces in profusion. His loss 
was acknowledged by the craft in re- 
spectful homage. 

Mr. Smith was born July 18, 1877, 
and would have been 57 in July. He is 
survived by his wife and one daughter, 
Leonore Smith Jerrems, of Highland 
Park, and four brothers. 

Since the death of “Uncle Jake,” or 
J. P. Smith, the founder of the business, 
12 years ago, R. E. Smith (one of Jake’s 
sons) has been president of the com- 
pany, having been associated with it 
from boyhood. He had no outside in- 
terest, and devoted himself so closely 
to the company, which his father 
founded, that many in the trade who 
knew him well iook upon the company 


ROBERT E. SMITH 
1877 1934 


and its success as a monument to his 
untiring industry. 

The company is in good hands: the 
four brothers, headed by Howard, who 
is vice-president, and ably assisted by 
E. B. Steeres, general sales manager. 





Louis D. Pappas 


LyNN, Mass. — Louis D. Pappas, 
sales manager for George J. Kelly, Inc., 
Lynn, manufacturer of shoe polishes 
and shoe factory supplies, died this week 
in a hospital at McAlester, Okla., a 
victim of an automobile accident. Mr. 
Pappas was born in Greece, 54 years 
ago, and had been a resident here for 
33 years, his home being at 40 Banks 
Road, Swampscott, a suburb of Lynn. 
He was a member of Sunflower lodge 
of Masons of Wichita, Kan., and of 
St. George Orthodox church in Lynn. 
He leaves a wife, six children and two 
sisters. 


DeForest A. Allen 


BuFFALO, N. Y.—DeForest A. Allen, 
proprietor of Allen’s Boot Shop, died 
suddenly May 16 of a heart attack. He 
had been engaged in the retail footwear 
business in Buffalo and the suburban 
residential community of Kenmore for 
several years. Besides his window, Mr. 
Allen is survived by a brother, Howard 
W. Allen of Rochester. Burial was in 
Acacia Park Cemetery. The services 
were conducted by Ayrian Lodge, F. 
and A. M., of which Mr. Allen was a 
member. 


W. R. Hilliard 


* BIRMINGHAM, ALA.—F uneral services 
for William Robert Hilliard, 72, who 


passed away suddenly at his home, 8211 
Second Avenue South, were held at the 
Ruhama Baptist Church. “Bob,” as he 
was known to the trade, was in charge 
of the Birmingham office of the Central 
Shoe Co. 

He is survived by his widow; two 
sons, M. E. of Birmingham and R. A. 
Hilliard of Asheville, N. C.; two daugh- 
ters, Mrs. A. C. Anderson and Mrs. Bur- 
mah of Birmingham, and five grand 
children. 


New Slipper Process 


JERSEY City—After six years of re- 
search, experimentation and numerous 
consultations with foot specialists, 
George P. Naidor has evolved the re- 
cently patented Naidor Process, which 
is being used by Neo Ped, Inc., Jersey 
City, N. J., to produce padded sole 
orthopedic slippers. 

Some of the features of this slipper 
are padded sole and. cushioned hee! 
seat, which absorb the shocks inflicted 
upon the metatarsals and caleaneum by 
hardwood floors. 

A stitched-in leather innersole 
(stitches invisible) eliminates the use 
of cement and prevents the usual 
wrinkling and rolling of the sock linin¢: 
and a special constructed counter by 
Spaulding Fibre Co., gives support. A 
steel supported fibre shank conform 
perfectly to the arch. 
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SHU-MILK --- A QUALITY CLEANER 


with a Sales-Winning Merchandising Plan 


There’s a steady, profitable volume in white cleaner 
sales throughout the summer. Year after year 
SHU-MILK has proved to retailers that it has the 


greatest consumer demand of them all. 


That’s because SHU-MILK is a high grade, efficient 
product that does its job satisfactorily, but more than 
that, because SHU-MILK is backed by a sound mer- 
chandising plan that makes it doubly attractive to re- 
tailers. 





We furnish every aid to greater sales and increased 
profits ... national advertising, compelling display ma- 
terial, an uncompromising price maintenance policy, 


double money profit. 
Sell SHU-MILK, 


the white 
best known to your customers. 


features SHU-MILK .. 


cleaner that is the 
Your wholesaler 
order from him now.— 


FREE GOODS OFFER EXPIRES JUNE 15! 


National Distributors 
WALTER JANVIER, INC. 


121 VARICK STREET 


NEW YORK, N. Y. 


AMERICA’S LARGEST SELLING WHITE SHOE CLEANER 





About People 


Mrs. Rorke To Go Abroad 


MRS. M. H. RORKE 


New York, N. Y.—Margaret Hayden 
Rorke, managing director of the Tex- 
tile Color Card Association will sail on 
the 25th of May on the Majestic for 
Europe. She plans to visit Russia in 
the belief that Russia is again becoming 
fashion conscious. “When its people 
really awaken, Russia will draw upon 
the United States and France, the two 
greatest fashion centers in the world,” 
she stated. Mrs. Rorke will also visit 
England, France, Switzerland, Germany, 
Austria, Italy and Czechoslovakia, 
where she will meet the members of the 
Association. 


H. G. Fellman Changes Positions 


New York, N. Y.—H. C. Fellman has 
resigned his position as manager of the 
Regal Shoe Store at 1161 Broadway 
and has taken the job of assistant man- 
ager of the new Florsheim at the corner 
of Forty-seventh Street and Broadway. 
Fellman has been with the Regal peo- 
ple for the past ten years. 


Herndon Appointed Buyer 


PORTLAND, ORE. — Succeeding Dave 
Mills, recently resigned, Ben Herndon 
has recently been appointed buyer for 
the shoe department of Proctor’s store 
of this city. Prior to coming to the 
Pacific Northwest, Mr. Herndon was in 
Kansas City for some time, but has 
recently been associated with the Model 
Boot Shop and Mandel’s in Portland. 


A. M. Baker In Macon 


Macon, Ga.—A. M. Baker, formerly 
buyer and manager for the Pizits Dry 
Goods Company, in Birmingham, Ala., 
has been appointed manager of the 
shoe department for the Darling Shop. 
He will be assisted in the management 
of the department by Merrill Watson. 


Hicks In Burkhardt 


CINCINNATI, OH10—Jack Hicks, who 
has opened Bostonian Shoe stores in 
Cleveland, Akron, Baltimore, Detroit 


and Cincinnati, has been made manager 
of the enlarged Burkhardt Bros. 
men’s shoes department. The depart- 
ment will feature Bostonian shoes at 
$6, $8 and $10 and French, Shriner and 
Urner makes at $10 and up. 


Guy Tarrants Advanced 


CINCINNATI, OHIO—Guy Tarrants, 
formerly assistant manager of a Mc- 
An Shoe store in Louisville, Ky., has 
been made manager of the McAn 
Shoe store. Tarrants is from Bowling 
Green, Kentucky and has been with the 
McAn Company four years. Lee 
Schloemer is assistant manager. 


Appointed Manager 


BIRMINGHAM, ALA.—W. D. Crumbley 
has been appointed manager of Burt’s 
shoe store. 


Holds Graduation Style Show 


CLEVELAND, OHIO—A fashion show 
of all-white gowns, hosiery and shoes 
for graduation was held in the May 
Co. In order to handle the huge throng 
of attendants, an extra third show was 
held during the day. Thirteen models 
were used to convey store offerings. 
Graduating classes of all Cleveland 
schools were invited. An increased 
white shoe demand is expected during 
the balance of May and early June as 
a result of the publicity. 
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Store 
Changes 


Starts Family Store 


JACKSON, Miss.—Myron’s Shoe Store 
has opened for business, and is handling 
ladies’ and children’s popular-priced 
shoes. 


Sole Owner 


OAKLAND, CAL.—Helen Izett is now 
sole proprietress of the Leader’s Shoe 
Shop at 469 14th St. 


Partnership Dissolved 


Witpwoop, CaL.—The copartnership 
of John Neves and Pete Poggio, op- 
erating as the Redwood Shoe Store, 
has been dissolved; Pete Poggio con- 
tinues the business as sole owner, un- 
der the same name of Redwood Shoe 
Store. 


Additional Vanity Store 


PORTLAND, ORE.—A new Vanity Shoe 
Store has just been opened with F. J. 
Hirsh of Oakland, Cal., as manager. 
Mr. Hirsh is really returning to Port- 
land, since he was located here prior 
to taking a position with the Vanity 
slipper shops in California, four years 
ago, and is well acquainted in the local 
shoe field. 


Starts Men's Shoe Store 


BIRMINGHAM, ALA.—T. G. Humph- 
reys and G. G. Wallace have started a 
men’s shoe store under the firm name 
of Humphreys-Wallace Shoe Co. They 
are specializing in men’s shoes in their 
new store at 2004 3rd Ave. The Taylor- 
Made line is being featured. 


Standard Shoe Moving 


MiAMI, FLa. — After spending 28 
years in one location, Charles K. She- 
ben, proprietor of the Standard Shoe 
Company, is preparing to move. The 
new store will be located at 12 N. E. 
Second Street. Mr. Shebin is planning 
to engage more extensively in his 
special work of foot corrective service. 


New Baker Store 


CINCINNATI, OH1I0—The Baker Shoe 
Company has opened what is said to 
be the largest unit of their chain shoe 
stores. It occupies approximately 30 x 
90 ft. of floor. space and has a seating 
capacity of 88 chairs.. Modernistic light- 
ing, rose upholstery and rugs make a 
beautiful interior. Two large show win- 
dows add to the attractiveness of the 
exterior. 

Alfred Yeargin, formerly with 
Baker’s at Houston, Tex., is manager; 
Howard Schultz of this city is assist- 


BOOT AND 


ant manager, and Miss Elenore Becker 
is cashier. Miss Katherine Byrd is in 
charge of hosiery and bags. Twelve 
salesmen are employed. 


Whats New 


Fillers That Breathe 


Boston, Mass.—A new idea is that 
of using fillers that breathe in the 
cavities in bottoms of shoes. One can 
pick up a filler of this sort and blow 
through it, and he need not have 
leather lungs to do so. So it must be 
that air circulates through the filler in 
the bottom of the shoe. This filler is of 
woven fabric, the threads of the weave 
being treated with rubber. It’s springy 
under foot. 


New Woman's Riding Boot 


OMAHA, Nes.—The Kirkendall Boot 
Co. have just recently introduced to the 
trade a new women’s military riding 
boot, the distinguishing feature of 
which is the high 18/8 heel. The Kirk- 
endall people report that this boot is 
proving tremendously popular. It comes 
in brown calf. 


Blue Vamp Linings 


Boston, Mass.—Vamp linings of 
shoes have been of white fabric since 
the oldest shoemaker can remember, but 
linings dyed blue are now being tried, 
and a few other hues may be tried later. 
Time was when sock and quarter linings 
were mostly all blacks. Now they are 
of colors to brighten up the insides of 
shoes. And so the idea of brightening 
up the sock linings also. 





1934 


SHOE RECORDER, May 26, 




















This ‘short-cut’ loca- 
tion saves Time and 
Money in New York... 


The Piccadilly is “close to every- 
thing.” Ninety per cent of your 
calls are within a few minutes’ 
radius of this new hotel, and its 
short-cut location will save time 
(and taxi fare) in covering the 
town. 


And when you need relaxation, 
you are right in the center of thea- 
tres and amusements ...to say 
nothing of the Piccadilly’s own 
“Silver Lining” Cocktail Room... 
Perfect. De luxe dinner and sup- 
per, with dancing in the Georgian 
Room, for one dollar! 


The Treasurer himself will ap- 
plaud your keen sense of values in 
choosing this hotel, where com- 
fortable rooms and delicious meals 
are bargains. 


RATES FROM 


*2.90 


ROOM WITH BA’‘TH 
450 Outside Rooms 


Hotel 


PICCADILLY 


45TH STREET, WEST OF BROADWAY 
Now under ARTHUR LEE Direction 
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This popular type 
of shoe construction 
is found in a wide 


range of smart styles 








UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Bookkeeping made so simple that a high- lan 
school boy would have difficulty in making 

errors of entry. if he follows the guide ter: 
written in every-day language. Col 
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Sat ree 


The Most Complete Reeord 
of Finanees in the Most Convenient Form of 


CONSISTING OF: giving you at a glance your net profits over any period 
Commlete Bockkeoping to date, and any detailed information you may require. or 
de— = 


Daily Records— me “a 
tans aos The least entries—the least work 


Comparetive Statement of the least chance of confusion or error. me 
Daily Record of Salesmen— Sales DAILY— Receipts th 
Comparative Trial Balance— Sales Compar- WEEKLY— Disbursements NEW GOVERN- St 
Cloth board loose leaf binder. ison ie Itemized Over- A pt an 
$1Q-50 Cost of Sales j ) head ACCURATE AC- th: 
Complete Returns FIGURES Net Earnings COUNTING cls 


THAN IN THE 
Postage Prepaid USED IN CONJUNCTION WITH OUR STOCE AND DAILY SALES REC. oe 
ORD, IT GIVES THE BUSY STORE ACCURATE RECORDS OF EVER “ | 
(Check with order, please) DETAIL. pe 
Uniess C.0.D. shipment ed 
is preferred ONE SET COVERS TWO YEARS’ REQUIREMENTS OF AVERAGE STORE. STOCK. 
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Boot and Shoe Reeorder 
209 South State Street su 
Chicago, Ill. du 


be 
BOOT anno SHOE RECORDER | rr eee Tk 


— Please send me sample sheets for inspeetion. 


MERCHANTS SERVICE DEPARTMENT . 
209 South State Street—Chicago, IIl. = 
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Code Reviews on Discounts 


land Novelty Shoe Manufacturers. The 
terms revision clause suggested by Mr. 
Colby is substantially as follows: All 
shipments shall be due and payable in 60 
days from the date of the order or the 
date of shipment if later. Shipments 
may be subject to a discount of not 
over 5 per cent if paid within thirty 
days from the date of the order or date 
of shipment if later. Interest shall be 
charged at the rate of 6 per cent after 
sixty days. Dating shall be prohibited. It 
shall be permissible to ship orders not 
over thirty days in advance of the ship- 
ping date called for by the order. 
Fifteen days additional shall be allowed 
to the above terms for shipments west 
of the Rocky Mountains. 


Style Show Clause Scored 


The Style Shows clause of the code 
was severely criticized by three wit- 
nesses at the hearing May 17 before 
the National Recovery Review Board, 
and portrayed as being inserted solely 
for the benefit of the members of the 
National Boot and Shoe Manufacturers’ 
Association, and as prohibiting other 
style shows on the basis as heretofore 
operated. 

Section 6, Article VIII, of the Code 
reads that “participation by paying a 
fee to the sponsors or promoters of 
such affairs shall constitute a violation 
of this Code, except the meeting in St. 
Louis in January, 1934, and exhibitions 
under the direction of the National 
Boot and Shoe Manufacturers’ Asso- 
ciation with no obligation on the part 
of any manufacturer to participate.” 
A sentence is added that “nothing con- 
tained in this paragraph shall be con- 
strued as preventing regional meetings 
or conventions where no fees to the 
manufacturers are charged or contribu- 
tions received from them.” 

Thomas F. Anderson, of Boston, 
Secretary of the New England Shoe 
and Leather Association, was the first 
witness called to reveal details of how 
the inhibition of style shows except the 
St. Louis event was causing a hardship 
and inconvenience. Mr. Anderson said 
that he had been secretary of the asso- 
ciation the past 25 years, and its pur- 
pose was to promote the welfare, pros- 
perity and best interests of the trade by 
educational and publicity methods. He 
said that the annual shoe style show 
had been given in Boston for years, and 
that many other shows were given by 
other associations. He declared that 
such exhibits stimulated interest and 
during the past 15 years that they had 
been held annually in Boston they had 
been conducive to promoting the wel- 
fare and prosperity of the small shoe 
manufacturers. 

Mr. Anderson then submitted a letter 
from Representative James J. Connery 
of Philadelphia, Pa., endorsing the vari- 


[CONTINUED FROM PAGE 40] 


THOMAS F. ANDERSON 


He championed the cause of 
New England at the Code Hear- 
ing and put up a stiff fight on 
behalf of fhe Boston Fair. Mr. 
Anderson is secretary of the 
New England Shoe and Leather 
Association 





ous style shows, also letters from 
other members of Congress along the 
same line. Aside from submitting a 
brief protesting against the style show 
prohibition, Mr. Anderson submitted 
letters from 16 exhibitors complaining 
against the clause. He asked that the 
New England Shoe and Leather Asso- 
ciation be exempted from the style 
show clause, and supported this re- 
quest by letters from 100 New England 
shoe manufacturers of Massachusetts, 
Maine and New Hampshire. 


Boston Travelers Protest 


Other documents submitted by the 
witness were a resolution adopted by 
the Boston Show Travelers’ Associa- 
tion, and editorials from the Boston 
Herald and the Boston Transcript and 
various boot and shoe trade papers 
endorsing the Boston event. 

Chairman Clarence Darrow asked 
what had been done by the association 
to promote foreign trade, and Mr. An- 
derson replied that such had been nil 
during the depression. Mr. Darrow 
inquired whether free trade would de- 
velop foreign business, and Mr. Ander- 
son said that New England shoe manu- 
facturers desired a high tariff, espe- 
cially during the present period, to 
protect them from an influx of Czecho- 
slovakian products which are now un- 
dermining United States business. 


Mr. Anderson was followed by Cal J. 
Mensch, of Philadelphia, secretary of 
the Mid-Atlantic Shoe Retailers’ Asso- 
ciation, including five states and the 
District of Columbia. He said that 
style shows were beneficial to manu- 
facturers as well as retail dealers, that 
they were maintained by collecting an 
entrance fee from manufacturers, 
which bore the expense of the shows 
and officials of the association to a 
great extent. 


Style Show Not a "Racket" 
Jesse Adler, president of the Adler 


' Stores of New York City and chair- 


man of the Executive Committee of 
the National Shoe Retail Association, 
said his testimony would be cumulative 
to an extent as to the injustice of the 
plan for conducting style shows being 
upset by the new code, but he had other 
views, also. He emphasized that a shoe 
style show is not a “racket” as some 
would insist but that it was a legiti- 
mate institution. As to other views, 
he said that regional shows should be 
held, in fact. He would have one in 
the East, another in the Southeastern 
section, a third in the South, one in 
the Midwest, and in other sections. He 
emphasized that these regional shows 
would enable the small dealer to study 
the latest styles and workmanship in 
boots and shoes, give him general con- 
tact with the trade, and at the same 
time be a great saving to the manu- 
facturer in presenting his stock. 

As to the St. Louis show, it was 
brought out that when last held 45 to 
50 million dollars worth of shoes was 
sold by orders being placed, which was 
cited as an example of the benefit that 
would come to manufacturers, if other 
shows were held generally. 

The hearing concluded with a review 
of the code formation and adoption by 
J. O. Ball, manager of the National 
Boot and Shoe Manufacturers Associ- 
ation, and a rebuttal by Roger A. 
Selby, President of the National Boot 
and Shoe Manufacturers Association. 
Mr. Ball stated that the code admin- 
istration had worked closely in all 
phases of code formation, and that in 
all sessions the larger manufacturers 
had given due weight to the problem 
of the smaller manufacturers. He fur- 
ther said that all petitions for change 
had been conscientiously reviewed and 
would still further be reviewed in every 
effort to make changes which would 
meet the needs of the shoe industry. 
Fred Miller of the Godman Company 
and Hal O. Toor, both of the Planning 
and Fair Practice Committee, also em- 
phasized the sincerity with which the 
committee had endeavored to consider 
the entire group of manufacturers in 
all sections, large and small. 
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SALESMEN WANTED POSITION WANTED POSITION WANTED 








ANTED—Salesmen on straight commission 
basis, to carry popular priced line of women’s 
sport rage a eee line of bones slip- aii “ 
pers, for old established concern. ollowing 
territories open: Pennsylvania, Michigan, Ohio, Sales or Advertising Manager Available 
Indiana, West Virginia, Arkansas, Illinois, 
North and South Dakota, Nebraska, Montana, A . ‘ . 
Wyoming, Colorado, |New. Mexico, Arizona, Young man with sixteen years of sound, successful experience in 
Wasbington. ” State experience and’ references sales management, creative advertising and active personal selling. 
with application. Address D-741, care Boot & Ten years in the shoe industry. A man with reputation, standing 
Shoe Recorder, 239 West 39th Street, New : 
York, N. Y. and numerous trade contacts. Thoroughly capable of assuming 
ScD comtel somiinn shee. dado. full charge of all or any division of selling activity in any shoe 
Carry coated abrasives side line. All terri- manufacturing organization. Available because of the absorp- 
tories open. Commission basis. Address ° f hi b 
D-742, care Boot & Shoe Recorder, 239 West tion of his present company by another shoe manufacturer. For 
39th Street, New York, N. Y. full information and impressive list of references address D-746, 


ALESMAN wanted by large manufacturer care Boot & Shoe Recorder, 209 South State Street, Chicago, III. 
and distributor of Ladies’ In-Stock shoes at ' 
popular prices, for Georgia, Florida, Missis- 
sippi, Virginia and Arkansas. Excellent com- 
mission ———— bee — Bg = 
vances. ine well established and nationally 
known. A real opportunity for men who want LINE ANTED TUNITY 
a permanent arid power connection. When Ww. BUSINESS OPPOR 
applying, state age and road selling experience. 
Address D-744, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 









































LINE WANTED AVAILABLE 
Women’s medium to low- RETAIL SHOE STORE 


for low price shoes. Shelves and all fixtures priced line for volume trade, ownete aah nc te ent ati, toned 
o with space of 12 x eet in store doing a ‘ - & a 
8 P for New York, Philadelphia, new, clean-cut, high-class shoe sales 


TO LEASE 


T?2 lease—Space in Junior Department Store 





ole gg Eo =e hE eS. Se a 
Address D.743, care. me & ?— ppomter, Baltimore and Washington. tine auls’ wanes ane Pays Deep. 
239 st 39th Street, 7 Ns Ee . : . * ”» C ’ 

7 nities it Know this territory like a book. sncaitige Pour Seana, Tie Sea 
copy and layouts of a high-type, suc- 
POSITION WANTED ADDRESS D737 CARE cessful advertising and merchandising 


BOOT & SHOE RECORDER, executive with a long record of proven 
big city and smali town results that are 


RETAIL shoe salesman and manager desires 239 WEST 30th STREET, real at far less cost. Ask J. E, Dayton 
position as manager or assistant, in shoe NEW YORK, N. Y. Co., Williamsport, Pa.; Jos. Mamolens, 
or department store. Age 27—8 years’ ex- Jersey Shore, Pa.; H. B. Baer, Berwick, 
perience. Trained in corrective shoe fitting— Pa.; Lester Herr, Danville, Pa.; Max- 
can trim windows and handle displays. Trained well’s, Renovo, Pa., how they get re- 
in aoe yee — of ao. = from ee a A ——., or 
ican School of Practipedics. ow employed as wire me for interesting details on how 
manager of _ ge oO sears geno EXPERIENCED SALESMAN oe Meee ae — = sales for cane 
position. A-1 references. ress D-745, care of advertising an ow to gross 

Boot & Shoe Recorder, 239 West 39th Street, Tein treaty caaw the CO see in retail shoe sales for each $100 of 
New York, N. Y. c= years win one ot lasing St. Louis man- effort-cost. 

? ; : acturers. Has active A-1 accounts; can 
ALESMAN—Having large following with sell them another good line of shoes. Wire: Con C. McCarthy 
jobt ers, — buyers, ——, offices, ow. % eeneeen p O Box 45 R p 

chain stores, desires to represent manufacturer. kL I i enovo, Pa. 
Experienced men’s, women’s, children’s shoes. 1104 Rivermont Avenue, Lynchburg, Va. ox 6 : 


References. Room 324, 299 Broadway, N.Y.C. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 


word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 

© Advertisements for this page must be in our New York office on Friday of the week preceding publication. 4 
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BUSINESS OPPORTUNITY | 








U CAN HAVE A yysnimss PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot co ion: readily learned  & —_ 
one.at home in a few weeks. 
for training; openings everywhere torith 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. "pitablishea 1384. 7 
—— Laboratory, 21 Back y. 

on, " 
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Files Charter 


New ORLEANS, La.—The Morris Shoe 
Store, Inc., has filed its charter show- 
ing a capital stock of $10,000 with 
B. D. Morris, president; Rose Morris, 
secretary-treasurer. The registered ad- 
dress is 1406 Dryades Street. 


New Karl Store 


Los ANGELES, CAL.—A new shoe 
store is being opened by The Karl Shoe 
Company at 1720 North Vermont Ave- 
nue. The store will be a family shoe 
store featuring popular price merchan- 
dise and similar in arrangement to 
other Kar] units. 
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Los Angeles Exposition 


Los ANGELES, CaL.—The semi-an- 
nual Los Angeles shoe exposition and 
style show will be held at the Biltmore 
Hotel, June 4, 5 and 6, 1934. “We need 
not remind you that our last two shows 
were unqualified successes in every 
particular,” says president Joe Kal- 
isky. “The show this June promises to 
be an even greater success, and more 
interesting in every way. This year 
we shall have stronger support of the 
Los Angeles Chamber of Commerce. In 
addition, we shall receive the whole- 
hearted cooperation of the Biltmore 
Hotel. With its spacious, artistically 
arranged rooms, this hotel affords us 
sufficient space to show all of our ex- 
hibits on one floor. The announcement 
that this is possible has brought forth 
the enthusiastic approval of all con- 
cerned. Not the least interesting fea- 
ture of this affair is the important price 
reduction that the hotel has made for 
the rental of rooms for the occasion. 

“Before the close of our last show in 
January, eighteen of our exhibitors re- 
served rooms for our June, 1934, show. 

“We cannot emphasize too strongly 
the fact that this show has always been 
and will continue to be a non-profit 
event. Each exhibitor is asked only to 
pay his prorated share of the expense 
incurred, and as this forthcoming show 
will not be more expensive, but possibly 
less so than thé preceding two, we can 
assure you that a rebate as large or 
possibly larger will be made. This 
seems probable because of the increased 
number of exhibitors who will partici- 
pate. 

“We expect to have as one of our 
chief speakers a man from Washington 
who will definitely explain what the 
shoe code means to all of us. 

“Our Style Show and Board Walk 
this June will be noval and modern in 
every sense of the word. We propose 
to introduce new features never be- 
fore attempted. As a special attraction, 
we propose to show the largest shoe 
even seen.” 


J. & K. Sales Conference 


CoLuMBUS, OHIO — The semi-annual 
sales conference and advertising meet- 
ing of the Julian & Kokenge Co. was 
held May 14 and 15. 

The first meeting was the advertising 
session, with J. T. Aubrey, president, 
and J. J. Finlay, vice-president of Au- 
brey-Moore & Wailace, Inc., Chicago, as 
the principal speakers. The advertising 
campaign for the Fall season was out- 
lined. 

At the sales conference and annual 
banquet Herbert N. Lape, Sr., president 
of the company, presided. President 
Lape declared that business during the 
past season was 33 per cent better than 
that of the preceding season. Speakers 
were A. H. Geuting of Geuting’s, Phila- 
delphia, former N.R.S.A. president, and 
O. W. Marden, an executive of that com- 
pany; Fred H. Rassmussen, shoe buyer, 
and H. T. Bosworth, merchandise man- 
ager of the H. & S. Pogue Co., Cincin- 











WANTED TO PURCHASE 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 








POSTER @ DEUTSCH 
436 Grand St., New York City 


Phone Dry Dock 4-0352 
—BUY FOR CASH— 


entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed Transactions confidential 








WE BUY 

or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 

IRVIN RUBIN 

“The House of id 
89 Reade St. Cor. Chure 
Phone Barclay 7-7887 ey York City 


Entire 
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nati; Herbert H. Lape, vice-president, 
and Howard B. Lape, treasurer of the 
Julian & Kokenge Co. 

Following the conference, the staff of 
salesmen left on their territories. No 
changes in the salesmen from that of the 
last season were made. 


Keen Interest in Sports 


DENVER, COLO.—Business improve- 
ment has created renewed interest in 
sports, and consequently in shoes for 
sports use, according to Les Smith, 
manager of the retail department at 
the Whitney Sporting Goods Co. here, 
which operates a special sport shoe 
department. This section has noted a 
decided increase in demand both for 
golf shoes and boots for mountain 
climbing. The call has been almost 
exclusively for moccasin toes. Boots 
are now being featured for both men 
and women in special table ensembles 
of climbing accessories. 
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Factory 
Changes 


Shoe Firms Move 


Lynn, Mass.—The Liberty Shoe Co. 
has moved from the Lennox buildings 
to the Realty building at 266 Broad 
Street, and the Canelis Shoe Co. has 
moved from the Lennox buildings to 
the Phelan factory at 411 Broad Street. 
Power is off in the Lennox buildings, 
and the owners plan to tear them down. 





Stetson Buys Banister Business 


SoutH WEYMOUTH, Mass.—The Stet- 
son Shoe Company, Inc., announces that 
it has purchased the lasts, patterns, 
good-will, machinery and equipment of 
the James A. Banister Company of 
Newark, N. J., makers of fine shoes for 
men since 1845. 

The Banister Company will be handled 
as an entirely separate division of The 
Stetson Shoe Company at the South 
Weymouth plant, and to insure the con- 
tinuation of the policies and customer 
relations of the Banister Company, 
three of the key men in the Banister 
organization are becoming associated 
with The Stetson Shoe Company to 
handle all details of the Banister 
Division. 

Ralph G. Steele will manage the Ban- 
ister Division, being assisted by C. 
Douglas Holmes. These two executives 
will devote their entire time and efforts 
to styling and merchandising Banister 
shoes. 

Perlie S. McLean will have direct 
charge of the manufacture of the shoes, 
which will be made over the same lasts, 
patterns and of the same quality ma- 
terials and workmanship for which 
Banister shoes have been famous for 
nearly a century. 

The acquisition of the Banister line 
brings under The Stetson Shoe Com- 
pany three of the outstanding shoé lines 
in the country: The Arnold Glove 
Grip, with which is associated Arnold 
Authentics for Sport; The Banister 
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BOOTS AND SHOES 


Brooks Shoe Mfg. Co., Phila., Pa........ 58 


Chase, W. S., Sons, Haverhill, Mass...... 54 
Cieve. Edwin, & Sons, Inc., E. Waymouth, 


Colt Crome Co., Ine., New York City... 54 
10 


Coon, W. B Sey: Rochester, N. Y........ 
Connell, J. "M., Shoe Co., So. Braintree, 
ES. Sup atnuevaces sean esc ya steb dene ee 58 
Drew, Irving Co., Portsmouth, O. ........ 53 
Fdwards, J., & Co., Philadelphia, Pa. .3rd Cony 
Elam, F. s., Shoe Co., Rochester, N. Y.. * 
Evans’ Son, L. B., Co., Wakefield, Mass. . 
Excelsior Shoe Co., Portsmouth, - Eee se 


Green Shoe Mfg. Co., Boston, Mass.. Back Cover 
Hoge-Montgomery Shoe Co., Frankfort, Ky. 43 


Ideal Baby Shoe Co., Danvers, Mass...... 56 
Juvenile Shoe Corp. of America, St. Louis, 
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Mishawaka Rubber & Woolen Mfg. 
Ny CNS bo ch dine atecarcns sna Gi Cover 
Musebeck Shoe Co., Danville, Wis........ 5 
O’Donnell Shoe Co., St. Paul, Minn....... 48 
Roberts, Johnson & Rand, St. Louis, Mo.. 23 
Shaw, M. T., Inc., Coldwater, Mich...... 46 


i, N. B., Shoe Co., East Rochester, 


ee ee eee ee ee eee eee ee eee eee ee 


Tupper Slipper Co., Brooklyn, N. Y...... 39 

Vaughan Towle Co., Wakefield, Mass..... 56 

Wright, E. T., & Co., Ine., Rockland, Mass., 
28-29 


LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass............. 1 
Evans, John R., & Co., Camden, N. J... .26-27 
Levor, G., & Co., New York City......... 2-3 
Northwestern Leather Co. Trust, Boston, 
DEMME. | cece eden eeeeeredices Puciseceenete 
Ohio Leather Co., Girard, O.............. 8 
Surpass Leather Co., Philadelphia, Pa.... 41 
Young, Richard, Co., New York City....... 41 
Ziegel-Eisman, Boston, Mass............... 41 


SHOE STORE EQUIPMENT 
American Seating Co., Grand Rapids, Mich. 49 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 

—— & Almy Chemical Co., Cambridge, 

Front Cover 

Pra Walter, Inc., New York City..... 59 

at eee Rubber Co., Inc., ee 


Pe ie Fibre Co., No. Rochester, N. H..33-34 


United Shoe Machinery Corp., Boston, 
BND oo civdvcssavtasitgedecveste 4-52-57-61 
SHOE ACCESSORIES 
Bow-Art Co., Bronx, New York........... 00 
Shoe Form Co., Auburn, N. Y............ 49 
MISCELLANEOUS 
Hotels tans aang St. Louis, Mo..... 65 
Hotel Pennsylvania, Phila,, Pa........... 
Hotel Piccadilly, New York WU cat6censss 60 
Kirsch-Blacher Co., Inc., New York City.. 65 
Poster & Deutsch, New York City.......... 65 
Rubin, Irving, New York City........... 65 
Stephenson Laboratory, Boston, Mass.... 65 
The Breakers, Atlantic City, N. J........ 49 








Shoe, accepted as standard with gentle- 
men since 1845; and the regular fine 
line of Stetson shoes for men and women. 

Banister representatives will soon 
visit the trade with the Fall line. The 
new address of the Banister Company 
is James A. Banister Company, South 
Weymouth, Mass. 





Burke Shoe Incorporates 


HAVERHILL, Mass.—The incorpora- 
tors of the Burke Shoe Co. are: Presi- 
dent, Julius Greenberg; Treasurer, 
Walter Burke, and George Karelitz, at- 
torney. The authorized capitalization is 
$25,000 divided into 250 shares of $100 
each. 


Lloyd Shoe Co. In Production 


RIPLEY, OHI0.—The T. C. Lloyd Shoe 
Co., recently organized by T. C. Lloyd, 
started functioning recently producing 
McKays under the name of Uco. 








Hosiery Sale Hearing 


WASHINGTON, D. C.—At a _ public 
hearing held May 14, the code author- 
ity for the hosiery industry presented 
a proposal to amend its code of fair 
competition in such a manner as to 
authorize the determination of the low- 
est reasonable cost of production, and 
thereafter to prohibit sales below such 
cost. When the Authority finds that an 
emergency has been created by destruc- 
tive price-cutting, the determination of 
the lowest reasonable cost will be made. 

Associated with Mark L. Harned, as- 
sistant deputy administrator, in the 
hearing were Miss Marion J. Harron, 
legal adviser; Miss Ruth Retickern, 
labor adviser; Max Meyer, industrial 
adviser; Mrs. Elinor Barr, consumers 
adviser, and James P. Davis, of the 
division of research and planning. 





Extends Store Space 


ATLANTA, GA.—The Fifth Avenue 
Slipper Shop has greatly extended its 
store space by taking an additional 
store unit. The shop for a number of 
years has occupied a store unit with 
with a Peachtree frontage in the Peach- 
tree Arcade Building and the additional 
space will give the firm a frontage both 
on Peachtree street and in the arcade 


proper. 
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A Scientifically Designed Shoe for nurses, 
teachers, beauticians, housewives and waitresses 








This ''Kali-sten-iks'' oxford is styled exclusively by Gilbert 
designers for assured comfort for feet that must be tireless, 
willing servants. 


We 


Special construction features, for which ''Kali-sten-iks'’ are 


17 a0 famous, make this model an unusual one for attracting and 


In Stock—White Elk Nurse Oxford holding the patronage of women who want quality service 

3!/, to9 AAA, AA, A, B & C $3.80 = : 
Also in Black Calf at a popular price: accurate fitting, seamless vamps, 3-point 

3I/, to 9 AAA, AA, A, B & C $3.70 suspension, Metatarsal Arch, smooth inside seamless quarter, 
Also in Brown Calf 

3!/, to 9 AAA, AA, A, B & C $3.70 

New Fall Line now being shown by 

our salesmen. 


patented seamless bulb shaped heels. 


With ''Kali-sten-iks'' superior quality, every detail of which is 
guarded by expert craftsmen, the merchant's reputation for 


ae excellent footwear service is aided with the sale of every pair. 


Leep Good Sect Healy 
Gi Shoe Co. 
KKUISTEN-1KG TS" mec 


NEW YORK 541 MARBRIDGE BUILDING @ LOS ANGELES 327 GROSSE BUILDING 








Vol. 105, No. 13. rae every week by ‘he Boot and Shoe Recorder Publishing Co., 239 W. 39th St., New York, N. Y. Entered as second class matter, Sept. 10, 1925 
t the Post Office at New York, N. Y.. under the act of March 3, 1879. Subseription price $3.00 per year. Printed in U. S. A 





2 


BOOT AND SHOE RECORDER, June 2, 1934 BO 





PRACTICAL 
and SMART 


The UCO Lockstitch Process 
provides many improvements 


in the art of shoemaking. 


This modern SEWED SHOE 


combines true flexibility, trim 





appearance and foot comfort. 


ee 


LOCKSTITCH 

















Their growing popularity 
| | j is significant 


Lightweight 

insoles and outsoles 
Thin shanks 
Close edges 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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ARE BEING SOLD BY LEADING RETAILERS. IT’S BE- 
CAUSE THEY EMBODY THESE THREE FEATURES: 





T Oo RET A I L We have been licensed under 


Patent No. 1,938,204 to use the 
PROFITABLY AT narrow shank construction. 








Our Fall Line, smartly styled in the new fall materials, is now 
ready—Write or wire for samples. 


GEORGE RULE HARRY BARTON HAROLD STEELE 
Pacific Coast Iowa, Minn., Dakotas South East 


PHIL COHEN WILLIAM MEYERS SAM C. WARUM 


Texas, La., Okla. Arkansas, Kansas, Missouri Ohio, Indiana, Illinois 


CARMO SHOE MFG. CO. CARTHAGE, MO. 


When writing advertisers please mention Boot and Shoe Recorder 











* 


4 ; BOOT AND SHOE RECORDER, June 2, 1934 






* a 
RETAILING ae 
AT $14.50 


AN EXAMPLE OF BLACK MAGIC sy 


LA VALLE, INC. 


NEW YORK 


Creators and producers of the finest bench made 
footwear, retailing at $14.50 and up, La Valle, 
Inc., are exacting in their selection of leather. 
To emphasize the originality and brilliancy of de- 
sign in the T-Strap illustrated above, they use 
Colonial Patent — always dependable — always 


uniform in working and wearing qualities. 


COLONIAL PATENT 


Y < 





<ICOMPANY - BOSTON 
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DASTERY _ 
Sedan 


Irresistible to the quality mind, whether seen in the 
skin or in finely made shoes for men and women. 





MONASTERY genuine SEAL is characterized as 
distinctly as the hand-tooled masterpieces of leather 
art which were embellished through infinite care and 
patience by monastic craftsmen of old. 





This original presentation by NEUMANN for Autumn 
“breathes” quality. There is nothing like it to dis- 
tinguish fine shoes, and nothing but pure vegetable 
tanning, months of air conditioning, aniline dyeing and 
hand finishing can produce such leather. Its appearance 
and feel on the foot tell its unique goodness. 


R.NEUMANN & CO. 


Established in 1863 
TANNERS OF FANCY AND EXOTIC LEATHERS 


i" 
MIN } 





When writing advertisers please mention Boot and Shoe Recorder 









BOOT AND SHOE RECORDER, June 2, 


gire hing 





1934 ; 





ad Woman can pul CU f. al | 


(|: 
WE QUOTE V1. Julian tomar VICE-PRESIDENT OF SAMUELS SHOE COMPANY, ST. LOUIS} 






“Three years ago we installed our first Compo Conveyor — today we have four. We 
have made considerably over a million pairs of Compo shoes during this period, first 
on the standard innersole construction, and now Melotone shoes on the single-sole 
construction by the Sbicca Method. Melotone shoes on Sbicca Method are being sold | 
by large department stores and leading shoe retailers throughout the country. We are 
positive that our Melotone shoes have been more satisfactory and profitable to our | 
trade because of the advantage offered by the Sbicca Method — the smooth sole lines 
— the absence of stitches and seams. Evidently our customers feel that way about it 
too, for their enthusiasm is reflected in a consistent repeat business, and our percentage 


of returns has been much less than when we used the older method of construction. 


“Today our entire production of Melotone shoes is made by the Sbicca Method 
(Single Sole). In my judgment, this wonderfully light, glove fitting, flexible shoe is 


the finest thing a woman can put on her foot.”’ 


COMPO MAKES THE MACHINERY[T 
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Julian Samuels, Vice-President of the 
Samuels Shoe Company, St. Louis, 
manufacturers of the famous Melotone 
shoes made by the Sbicca Method. 
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Dr. Scholl’s Zino-pads provide 
quick relief for hurting corns 
or pinching shoes. 


Dr. Scholl’s Zino-pads, bunion 
size, afford instant relief from 
painful bunion by cushioning 
it from shoe pressure. 


Dr. Scholl’s Granulated Foot 
Soap provides soothing com- 
fort and cleanliness by pene- 
trating deeply into the pores. 


The analgesic qualities of Dr. 
Scholl’s Foot Balm provide 
comfort to tired, aching feet. 


Dr. Scholl’s Foot Powder 
when sprinkled on the foot or 
into the shoe provides unsur- 
assable freshness and com- 
ort. 


Dr. Scholl’s Solvex quickly 
clears itching feet and toes, 
Athlete’s foot and other skin 
irritations of the foot. 


Dr. Scholl’s Bunion Reducer 
hides the Goforeaity and pro- 
vides soothing relief from 
painful bunion. Worn next to 
the flesh. 


BOOT AND SHOE 


Df Scholls 


FOOT COMFORT 
WEEK-Junel6-23 


Brings the shoeman many 


sales opportunities, volume, 
profit and new customers 


i is the week that thousands of shoe dealers 
look forward to each year. It provides shoemen 
with the very stimulus that is so direly needed 
right now. The big campaign is on. Millions of 
people are being told that there is a Dr. Scholl 
Foot Comfort Remedy or Appliance for every 
foot trouble. 


This is an unusual opportunity for you to link 
in your own effort with the gigantic campaign. 
Display Dr. Scholl merchandise in your window, 
on your counter.. Use the material, which we 
make available to all shoe dealers without charge. 
Until you have carefully regarded the individual 
foot condition of every customer you can never 
be sure that you are providing the comfort that 
is absolutely essential to customer satisfaction 
and repeat business. 


The biggest and most adver- 
tised foot comfort event! 


This is the eighteenth time that this week has been 
conducted throughout the country. However, it 
is more completely advertised and the campaign 
is more thorough and effective than ever before. 
More money is being spent to insure success for 
every dealer who links up with this nation-wide 
program. At the left we show you a few of the 
many items that provide foot comfort, customer 
satisfaction, and that insure more comfortable 
and longer wear of shoes. 


Get this free advertising--- 


We will supply you with all the necessary mer- 
chandising and display material. Just tell us you 
want to participate in this big business building 
event and you will receive the necessary mate- 
rial without charge, including window streamer 
and posters. Address nearest office, THE 
SCHOLL MFG. CO., INC., 213 W. 
Schiller Street, Chicago, or 62 W. 14th 

Street, New York. 
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FOOT TROUBLES 


cause shoe troubles 
and 


SHOE TROUBLES 
cause complaints 


Furthermore—complaints mean lost 
customers, When there is excessive 
elongation of the foot there is but 
one positive necessity—that is, if 
you want to conscientiously provide 
foot comfort and customer satisfac- 
tion. You must individually fit a 
pair of Dr. Scholl’s Arch Supports or 
Foot Eazers to such a foot. The il- 
lustration below shows how a weak- 
ened arch is restored to normal 
elevation which gives proper support 
—Ppreventing slipping of the toes and 
shoe discomfort at the same time 
that it corrects the condition. 
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